BOOT SHOE 
RECORDER 


with which is combined The Shoe Retailer 
Copyright by the Boot and Shoe Recorder Publishing Co. 


OCTOBER 6, 1934 


In This Issue 


The Week's Comment, Told in Brief 


VOLUME 106 NUMBER 5 


Voice of the Trade...................... : 


Signposts to Success 

Face Value, or Actual Quality Built-In? 
Selling the University Crowd 

Checking Up on the New Fall Hosiery 
The Editor's Outlook 

Window Background Ideas 

O.P.I. (Other People’s Ideas) 

Men's Shoes for Spring 

N.S.R.A. News Bulletin 

Shoe News 


EVERIT B. TERHUNE, President 
WILLIAM M. LEBRECHT, Vice-president 
and Treasurer 
Vice-Presidents 


H. WALTER SCOTT 
BERNARD C. BOWEN 
LAWRENCE F: DUTTON 


ARTHUR D. ANDERSON, Secretary 
Directors 


in addition to above-named officers 
HUGH M. BOWEN, SAMUEL G. KRIVIT 


By Harry R. Terhune 

By B. Harrison Cort................. 
How a New York Store Does It 

By Ruth Harrington 

By Arthur D. Anderson 

For October Shoe Displays... 
By Harry R. Terhune 

Report of the Styles Conference 

Activities of the National Association... 
What's Doing in the Shoe World 


ARTHUR D. ANDERSON, Editor 
RAYMOND L. FITZGERALD, Managing Editor 
OWEN A. THOMAS, Associate Editor 
HARRY R.*TERHUNE, Field Editor 
RUTH HARRINGTON, Fashion Editor 
JOHN J. REILLY, Art Editor 
JOHN S. MEKEEL, Feature Editor 


Published by 
BOOT AND SHOE RECORDER PUBLISHING CO. 
239 West 39th Street, New York City 


14 
16 
18 
20 
22 
24 
26 
32 
34 
a1 
| 


10 


BOOT AND SHOE RECORDER, October 6, 1934 


“Thank you, Mr. French / .. . 


"For calling to the attention of the trade the fact that lasts have been 
improperly graded in the narrow widths. 

"Daetsch and Woodward have been working on this problem for 
many years and simultaneously with the publication of your article in 
the Boot and Shoe Recorder have perfected a method of grading 
which produces exactly the result that you demand." 

Daetsch and Woodward Lasts constantly reflect the requirements of 
the trade for style, comfort, satisfactory fitting and salability. That's 
why so many outstanding manufacturers are using them. 


LASTS 
Brooklyn 


New York 


When writing advertisers please mention Boot and Shoe Recorder 


| 
| 
GIVE US sgHORTBACE, a 
MURRAY c. pRENCH 
ond most of out troubles 
\ 
| 
( 


Vol. CVI, No. 5 


O1C © oF TH 


ya MELVILLE, president 
of the National Council of 
Shoe Retailers, Inc., says: 

“The growing competition of 


governmental agencies with retail- 
ers in various parts of the country 
is a development which deserves 
the attention of all retailers. Re- 
gardless of how the Government 
secures its manufactured goods, 


there is the danger of a gradually 
developing governmental system of 
distribution duplicating and under- 
mining regular channels of retail- 
ing. 

“Typical of the extending activi- 
ties of relief commissaries in the 
distribution of merchandise are the 
eleven commissaries now being 
operated in Birmingham, Alabama, 
which are distributing and selling, 
directly in competition with the re- 
tal merchants, shoes and dry goods 
in addition to food products. The 
latest commissary opened in Birm- 
ingham is selling coupon books at 
a 20 per cent discount to employees 
on PWA projects who are, of 
course, paid in cash. 

“The recent proposal for the 
opening of Relief Exchanges in 


Tennessee is another example. This 
plan would contemplate supplying 
the basic needs of all families now 
on relief rolls in Tennessee. There 
would be Exchanges in each of the 
major cities, and particularly on 
clothing articles, including, no 
doubt, shoes; families outside of the 
major cities would be serviced by 
parcel post. Fortunately, this plan 
is now being drastically modified. 
But it is typical of a trend which 
retailers will do well to watch.” 


* * * 


HE “flying legion” of well- 

known members of the New 
England shoe industry are contact- 
ing one another aloft in their 
weekly use of commercial planes 
for business purposes. 

Following the pace set by Henry 


Gilson, sales manager of the Bar- 
bour Welting Company, William 
H. Hickey, New England sales 
manager of the John R. Evans 
Company, and Mark Beebe, 2nd, 
sales manager of Lucius Beebe & 
Son, have become _ enthusiastic 
users of coramercial planes. This 
trio of New England shoemen not 
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only have a speaking acquaintance 
with all pilots and the entire 
ground operations crowd in the va- 
rious airports, but for laymen they 
probably possess as fine a knowl- 
edge of flying routes, weather con- 
ditions, etc., as any trio outside the 
actual flying game. Both Messrs. 
Gilson and Hickey, in addition to 
using planes for most of their 
travel during the week, frequently 
spend the greater part of their 
week-end in the air routes between 
Boston and Canada and northern 
New York points. 


H. ADLER of the Adler Shoe 
- Stores, celebrated his 75th 
birthday on Monday, October 1. 
The house party brought three 
sons, four daughters, four sons-in- 
law, two daughters-in-law and, as 
he puts it—“plus a shoe store full 
of kids.” After the champagne 
cocktails, the young man of 75 
stepped out with the adults of his 
family and made merry at the Café 
de Paree until the wee sma’ hours 
of the morning—long after Jesse 
was sent home for being the only 
bachelor in the family. 
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HOMAS F. ANDERSON, Secre- 

tary of the New England Shoe 
and Leather Association, that 
valiant protector of the New Eng- 
land corner of our country and its 
shoemaking, suffered a heart attack 
in his office last week. 

He has been in action night and 
day on the drought shoemaking 
problem and the legislative situa- 
tion. No man has been more 
capable of handling the relation- 
ships with government than the vet- 
eran newspaper-trained association 
secretary. He has the entrée to all 
legislative halls and to the vast 
forum of the public press. 

We hope for his speedy recovery 
and his return to duty. 

* * * 


ARMEL SNOW, an editor of 

Harper’s Bazaar, at the shoe 
conference, discussed real boots. 
She said: 

“We have heard so much about 
boots, both in Paris and here in 
this country. Perugia and Julienne 
no longer speak of higher cut shoes, 
they now announce firmly that they 
are making really high boots for 
the coming season. You know, per- 
haps, that Worth showed real boots 
with his August collection. Many 
people believe that the shoes we 
have been wearing have ruined our 
feet, and that the higher-cut line 
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TAKE A 
CHANCE! 


—I was told recently of a well-to-do friend 
of mine who has allowed himself to get 
in a very bad mental way because of 
worry. 

—His principal worry is that he is seriously 
concerned over the economic outcome 
of the Depression and doesn't know how 
he can protect the wealth he still has. 

—"I'm afraid to run any risk," he says, 
“| want to be safe, but | don't know 
what is safe today." 

—A sorry predicament, to be true, but 
this man's phobias are characteristic of 
the times—and, from my point of view, 
are decidedly unwarranted. 

—But, multiplied a great many times this 
form of phobia becomes a national 
menace. 

—All progress is contingent upon "taking 
a chance." 

—If our forebears had insisted on "play- 
ing safe" America would never have 
been discovered, our great country 
would never have been pioneered and 
developed, our railway systems and 
huge cities would never have been built, 
our present standard of living would 
never have existed. 

—Man must always “take a chance" if 
progress is to be made. 

—And no man is fool enough to believe 
that America of tomorrow will not be 
far greater and finer than ever before. 

—Today may be the chosen time "to take 
a chance." 


President. 


will remold our ankles and give 
our feet the support they need. 
While we know that American 
women will not accept the shoe that 
is too much of a shoe, we believe 
that the higher-cut with modifica- 
tions such as cut-outs and strap 
arrangements will become an ac- 
cepted fashion. There is a whole 
new evening fashion in the Empire 
shoe that is built right up to the 
ankle but cut out at the sides for 
freedom. This, in a great variety 
of fabrics and different arrange- 
ments, is evidence of the coming 
popularity of higher-cut shoes. 
“Proof that the high shoe is mak- 
ing definite progress is found in the 
fact that the ultra-conservative 
house of Hellstern have so far given 


in to the trend as to make their 
classic oxfords much higher this 
year—six and eight eyelets, instead 
of the usual four.” 

* * * 


OME 40 prominent retail mer- 

chandisers of footwear who 
were interviewed at the leather 
show on the question of straight 
white versus off-tones, not one reg- 
istered any enthusiasm, it was de- 
clared, for any change from the 
profit making color of Summer— 
pure white. Various draw-backs to 
any successful promotion of off- 
tones were cited by retailers; 
among them the impracticability 
of retaining the original creaminess 
and secondly, the unmatched utility 


of the pure white shoes for all-Sum- 
mer costumes. 

Many who were questioned on 
the possibilities of something sup- 
planting white ridiculed the 
thought and said they for one, 
“were not going to buck the tide.” 
Women have shown over the past 
few years, merchants generally 
agreed, that the all white shoe is an 
indispensable classic and the many 
white cleaners on the market make 
it possible for them to keep their 
shoes refreshened in appearance, 
such as few other colors afford. 

Inquiry at some of the booths 
of leading tanners of white leathers 
brought confirmation of this view 
from retailers and it is reported 
that one tannery, specializing in 
whites throughout the year, has 
booked white kid business that 
already surpasses the volume of 
past banner seasons. 


* * * 


DUNBAR, footologist, 
now sighting the 90th mile- 
stone, stepped around to the Lynn 
Sporting Goods Store to get himself 
a new tire for his bicycle, and Mr. 
Lawrence said: “Everett, old fel- 
low, if you'll ride it through Cen- 
tral Square you can have a new 
bicycle.” 

Taking the dare on the spot, 
Everett climbed onto the “bike,” 


BIKE 


rode it through the Square, back 
to the store, and then off home. “So 
you see,” said the footologist, 
“good footwear will win. My big 
hope is to see more good and active 
feet before I look at the century 
mark, 

“T read in the REcoRDER that Sir 
Arthur Keith, the scientist, says that 
lack of leg use is the cause of foot 
troubles. He’s right. If legs were 
busy walking, pedaling, running up 
and down stairs, and so on, we. 
wouldn’t have half as much foot 
troubles. It’s the muscles of the 
legs above, as well as the soles be- 
low that hold up the arches. Just 
keep that in mind. Now I’m going 
off for a spin on my new ‘bike’ to 
get a little exercise for the legs.” 
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N Buffalo welfare work, the Endi- 
cott-Johnson Corporation, which 
has been awarded the contract for 
supplying footwear during the 
1934-35 fiscal year for the city 
welfare department, involving up- 
ward of $175,000, has designated 
ten local footwear retailers as dis- 
tributors of these shoes. The names 
were designated by the Buffalo 
Shoe Retailers’ Association and 
there will be one dealer in each of 
ten local zones. The merchants 
will receive 10 per cent of the cost 
of the shoes from the city for acting 
as distributors in fitting the shoes 
to welfare applicants. Heretofore 
welfare shoes were distributed by 
the city through one central office, 
which necessitated long trips by 
welfare applicants. . 


* * * 


HARLES CANTOR, the radio 

story-teller, at the Shoe Club 
of New York, told the story of the 
two boys who decided to go into 
the shoe business. They learned 
all they possibly could in practice 
and in going to college studying 
finance, cost accounting, scientific 
merchandising, etc. But three 
months from the day they opened 
their store, they were broke. Sammy, 
the clerk, who bought the store 
from them, proceeded to make of 
it a great success. The partners 
came and asked him how he had 
accomplished it. He said: “I buy 
a pair of shoes for $2.00 and sell 
them for $3.00 and I am satisfied 
with my 1 per cent profit.” 


Cue J. JAY, manager of 
men’s department and of per- 
sonnel at R. H. Fyfe and Company, 
went on the air over radio station 
WWJ, Detroit, recently, on the Hi- 
Speed Gasoline Hour. He was 
selected to tell the 70 year history 
of the Fyfe store, as the representa- 
tive of one of the city’s leading 
business organizations. Several 
leading companies have been given 
an evening on this program, telling 
the Michigan audience the story of 
their own growth. 


* * * 


A. BALL, export manager 
of the General Shoe Corpora- 
tion, Nashville, Tenn., reports the 
total volume of exports on men’s 
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shoes so far this year shows an in- 
crease of 134% over the same 
period in 1933. The General Shoe 
Corporation has enjoyed a fine ex- 
port business in eighteen foreign 
countries for the past five years 
with exports this year exceeding by 
twice the volume of any previous 
year. 

Mr. Ball attributes this increase 
to the growing desire on the part of 
foreigners to wear American made 
and styled shoes. They prefer the 
lighter appearing and more smartly 
styled American shoe to the heavier 
brogue type shoes usually made by 
foreign manufacturers. The export 
business has shown such a decided 
upward trend this year that Mr. Ball 
has found it advisable to establish 
exclusive agencies in cosmopolitan 
cities in several foreign countries. 


* * * 


H. AXMAN, sales manager of 
ethe Hannahsons Shoe Com- 
pany, in a letter to the RECORDER 
commenting on the results of re- 
cent RECORDER advertisements, 
writes the following: 


“Some time ago we received an in- 
quiry from a large firm in London, 
England, in response to an ad in your 
Recorper. for samples of evening 
slippers to be sent, to one of their 
branches in South’ Africa. We sent 
the samples and received a good-sized 
order for several types of evening 
sandals. We have just received a re- 
order much larger than the first order. 
which indicates that the REcorDER is 
read throughout the world.” 


“ The clerk who was a football star—speeds up sales service. 


H. WILLETT, who covers 

- Greater New York for the 
Servus Rubber Company, quotes an 
old tradition to the trade: 

“No retailer is prepared with his 
stock of rubbers for the first snow 
storm.” 

Years of service in rubbers has 
proven this to be habitual, but, 
he says, “there is a hope this year 
that the trade will have rubber 
footwear on hand for the first bliz- 
zard, and in anticipation of an 
early cold Winter the trade is now 
Winter-conscious.” 

* * * 


RIVATE secretaries must ob- 
serve the maximum hour limita- 
tions of the retail code. 

The petition of Lytton and Sons, 
of Chicago, said employment is not 
increased by reducing the working 
time of secretaries, “say from six 
to five days per week.” It added 
that “the peculiar and necessary 
knowledge which a secretary must 
have cannot be turned over to some- 
body else, and . . . the executive 
is therefore hampered and handi- 
capped in trying to get along with- 
out a secretary for the one day in 
question.” 

Denial was recommended. 

* * * 


ADY CUSTOMER: “Of course, 
you understand I want my shoes 
comfortable, but at the same time 
good-looking and stylish.” 
Clerk: “Yes, ma’am. I think I un- 
derstand perfectly. You want them 
large inside and small outside.” 
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THERE are thousands of “Main Streets.” One is 
called Broadway, one is Washington Street, one Euclid 
Avenue, one Woodward Avenue, but regardless of the 
special name they are all “Main Streets.” 

Boot AND SHOE REcORDER has assigned me to make 
my 12th annual trip around the country for the ex- 
press purpose of observing what is happening on these 
Main Streets of ours. I have been commissioned to 
study what the retail shoe merchants are thinking, what 
they are doing, what their outlook is as to the future 
and how are they facing present conditions. 

Where names can be used, they will be used. In 
many cases the information is of such confidential 
nature that it will be best to give the facts just as 
they are discovered. No attempt will be made to tell 
a pretty story. Rather, I shall try to give a true pic- 
ture of local conditions here, there and everywhere. 

A day’s journey out of New York and heading west, 
toward Buffalo, I arrived at Elmira—populous city of 
the “Southern Tier,” as they call the row of counties 
lying just north of the Pennsylvania boundary line, in 
Southern New York State. 

Let’s take a walk around Elmira and see what has 
happened there recently. 

In common with the universal trend regulating the 
development of communities, Elmira grew “up the 
stream,” and then away from it. 

As a result, an interesting situation has developed, 
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SIGN POSTS 


By 
HARRY 
R. 
TERHUNE 


"The study of mankind is man," said a philos- 
opher many years ago; and we say: "The 

roper study of merchandising is the merchant." 
fo that end we again send Harry R. Terhune, 
field editor, on a mission of contact into the 
national field of merchandising. 


This is his twelfth trek by car and contact, in a 
journey that will take him the length and breadth 
of the country. The ideas that Harry gather 
stimulate the reader not only to use them but 
to improve upon them. 


much to the advantage of the three good retail shoe 
stores, who were smart enough to foresee this trend. 

For many years, all retail business in Elmira was 
conducted on Water Street. Main Street was a rela- 
tively unimportant business street. The Izzard de- 
partment store was unable to get a satisfactory lease, 
and pioneered by moving to Main Street. Then a 
modern hotel (Mark Twain) was built here. Closely 
following them came the Gosper-Kelly Shoe Company, 
and presented to the community one of the largest 
and finest shoe stores in this section of the state. 

A high grade market and food shop next appeared 
on the scene, and as this store is doing a business of 
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to PROGRESS 


$5,000 a week, many people are now attracted to*the 
locality. 

A first-class movie then opened up in the middle of 
this two-block area. Montgomery-Ward then took one 
corner and Penney took another corner two blocks 
away. 

This little Main Street business sector is absolutely 
limited to two blocks, for at one end is a park and 
the other end is Water Street, beyond which is the 
river. 

Now there was previously some business on Main 
Street, but the old tenants have been forced out by the 
incoming more aggressive better stores who could de- 
velop trade. — 

Three good independent shoe stores have recently 
followed Gosper-Kelly to Main Street—Hudson, Liberty 
and Rosenfield. Main Street is now a real business 
street for the two blocks under consideration, having 
good representative stores of all lines of business ex- 
cept jewelry. 

Retail shoe prices on Main Street for men’s and 
women’s shoes run from $5.00 to $13.00 for the most 
part. One store carries a few $4.00 shoes for insti- 
tution purposes. 


Now let’s go down to Water Street, which was the 
one chief business street of the town for 95 years. 
Landlords as a whole have preferred to sit tight on 
leases, rather than make any concessions to privately- 
owned stores. At the present time there are 21 vacant 


stores on Water Street. This entire business section 
of five blocks is practically given over to 5 and 10- 
cent store chains, together with many popular-priced 
shoe stores, the majority of which are chains. 

Elmira has a population of 47,000. It does some 
manufacturing but its chief industry, the LaFrance Fire 
Engine Co., is doing practically no business. There is 
a rich farming area around Elmira, which is dotted 
with many good small towns and plenty of good stores. 

Of the 24 places selling shoes in Elmira, there are 
12 chains and two department stores having shoe de- 
partments. In 1929 Elmira had a payroll of seven 
and a half million dollars. In 1933, the payroll was 
two and a quarter million dollars. Since then it has 
shown some increase. The United States Department 
of Commerce showed a 47 per cent drop in retail trade. 
Nevertheless, careful management has enabled many of 
the city’s merchants, shoe merchantt included, to con- 
tinue to operate profitably. And that is no small trib- 
ute to their ability, sagacity and resourcefulness. It 
certainly augurs well for their future. 


A running story of shoe retailing today on 
the Main Streets of America as observed 
by HARRY R. TERHUNE, Field Editor of 
BOOT AND SHOE RECORDER. Mr. Ter- 
hune is swinging around a wide circle to see 
and tell RECORDER readers how successful 
shoe men are meeting and overcoming the 
problems of these stirring times. 


Now what about the fellow in the town of 3000? 
While we’re journeying through this picturesque sec- 
tion of southern New York, let’s pause for a look at 
that very modern shoe store operated by Mott B. 
Hughey in Watkins Glen. This store has been serving 
the public with good shoes for the past 40 years. The 
store itself is housed in a modern fireproof building 
and is complete in every detail, from an X-ray ma- 
chine to an air-conditioning system which cools the 
store in the Summertime and heats it in the Winter. 

This remarkable small town store carries such lines 
as Nettleton, Bostonian, Freeman, Arch Preserver, 
Matrix, C. P. Ford, Treadeasy, Green Shoe Co., Ideal 
and Mrs. Day’s baby shoes. All sizes and all widths 
are carried in every shoe stocked. No shoe is put in 
with just a few scattering sizes. Many makes have been 
carried in the past 40 years but good merchandising 
demands a concentration of firms. 

Now this seems like a tremendous array of shoes for 
a small town, especially a town that is surrounded by 
many good towns, yet Hughey always manages to get 
at least a three times stock turn. His factory contacts 
are such that when a woman who wears size 1114, A 
width, needs a pair of shoes, she can be properly fitted. 
Hughey says that he is not in the business of selling 
shoes, he is in the business of fitting feet. And to make 
this picture even more inviting, he says that the retail 
shoeman can be happy and make a comfortable living 
in a small town. 

Now we pass on to another “Main Street” merchant, 
whose name, for obvious reasons, cannot be divulged. 

[TURN TO PAGE 36, PLEASE] 
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B. HARRISON CORT 


Are Shoe Merchants Selling Their Cus- 


tomers—and Themselves—On the Reasons 
for Price Differentials in Fine Footwear? 


An Address by B. Harrison*Cort at the 
Joint Styles Conference, Hotel Astor, 
tf New York, September 25. 
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Face Value, 


By B. HARRISON CORT 


THE subject “Men’s Quality Footwear” is one of those 
things which does not permit the drawing of distinct 
lines between the place where you start and leave off. 
Quality in anything is relative. In the shoe business 
more so than any other line of business. One must 
relate quality to standards and buying habits. After 
all, the ratio of quality is measured by price. The word 
“quality” in advertising, modified by the most glowing 
adjectives, has come to mean anything from penny goods 
to $5,000 automobiles. 

Represented in the room is a sizable group of men 
who specialize in merchandising shoes, ranging in price 
from $2.50 to $25. Who would assume to say that their 
goods are not quality merchandise? Each one of us 
feels that maximum quality is being purchased at the 
price. And it is strongly felt that maximum quality is 
being sold at the asking price. Consequently, it is a 
difficult position to put a fellow in, when he must talk 
about quality footwear and not hurt someone’s feelings. 

I can resort to a term of rhetoric which designates the 
positive, comparative and superlative degrees of quality. 
For example, the positive degree would be just quality, 
the comparative degree, more quality, and the superla- 
tive degree, most quality. Suppose I put it another way 
and say, good quality, better quality and best quality. 
Now to orderly align this with shoes, we might speak of 
positive quality shoes upwards to $5 retail, comparative 
quality shoes, upwards to $10 retail, and superlative 
quality shoes from $10 upwards to $15. These, we must 
assume, as all Goodyear welts. With your permission 
I should like to add another class which we shall call 
the ultra-superlative quality which will take us into the 
bench-made field, retailing upwards and beyond $37.50. 

In all these classes, we have available the same lasts, 
the same patterns and the same materials. This naturally 
prompts the thought which is so uppermost in the con- 
sumer’s mind—why such a cost and selling price dif- 
ferential between these classes of quality? 

Before I leave the analysis of this question to your 
imagination, may I ask you to guess how many men 
present have on suits that cost $20—how many at $35— 
how many at $50—how many at $75—and how many in 
the vicinity of $125? Further, in accordance with the 
previously determined classifications, how many men in 
this room would you guess are wearing $5 retailers—how 
many in the $10 class—how many in the $15 group, and 
finally—that ultra-superlative clique who pay upwards 
to $37.50? After you have mentally done this, ask your- 
self why such a variation of quality and price among men 
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or Actual Quality Built-In? 


On Which Basis Are We Trying to Sell Shoes to Men? 


so closely related to the shoe business. Then keep in 
mind my previous question—why the price differential? 

I am urging you to think. 

To get back, I stated a moment ago that the analysis I 
leave to your imagination. We know we can buy calf- 
skins that have a price range from 12c. to 60c. a foot. 
We know we can purchase lining stocks from 8c. to 35c. 
per foots We know we can vary our cutting allowance 
in a pair of oxfords so it runs from two feet to three 
feet or better. In sole leather, the range of an insole 
price is from 6c. to 38c.; a counter from 4c. to 20c.; 
an outsole from 16c. to 42c., with comparable price 
ranges in box toes, heel bases and top lifts. This applies 
only to leather and no substitutes. This same line of 
thought should be extended to the use of silk in upper 
fitting compared to cotton. And the use of linen com- 
pared with cotton in the bottoming operations. Labor 
costs afford a wide range from 60c. to $2. In the ultra- 
superlative shoe, the labor cost might approximate $15 
to $18, as determined by New York’s custom shoemakers. 

It would be interesting to know your present mental 
reactions to the suggested line of thought just shot at 
you. However, you cannot duck the conclusion that the 
just mentioned price ranges certainly show the possi- 
bility and reason for the $5, $10, and $15 brackets, if 
only from a manufacturing viewpoint. 

Can you conceive of any commodity of wearing ap- 
parel that has such a wide range of prices as shoes? Can 
you conceive of any line of merchandise where access to 
the same materials and processes are available with the 
resultant range of retail prices such as $3 to $15? 


ON the whole, many of these calf shoes in different 
price brackets look much alike. Study the windows and 
blindly try to determine the price of the shoes without 
knowledge of the maker or retailer. See how nearly 
right you are. The bold front which these shoes put on 
with their veneer finish and stiffly starched linings will 
fool the experienced. Then what of the layman, and his 
query of price differential? He surely does not know the 
difference between surface value and in-built. quality. 
The consumer buys face value. The purchaser is not 
familiar—nor are many of our clerks—with the wide 
differentials of material and labor costs, plus manufac- 
turing expediency. 

Perhaps we thought our salvation was to lose complete 
sight of these better grades in our wild scramble for the 
consumer’s dollar. We went where we thought the dollar 
was. The point is—we steadily graded down and down 
to the very depths of retail prices which a short time 


ago would have been a disgrace to our store. Fear over- 
came us. Lack of courage accompanied this fear. There- 
fore, many of us, retailer and manufacturer alike, have 
lost our standing as exponents of quality, measured by 
a justifiable price. Now we are getting Hell. 


W HY kid ourselves? If our houses were built on 
standards of the better or best grade shoes and we 
graded down and down, did not our old reliable cus- 
tomers expect the same standards regardless of price? 
They bought the integrity of our names. It is very 
natural that your name or a manufacturer’s name on a 
shoe that had borne the highest reputation for character 
merchandise for a long period of time, should be the 
same in the consumer’s mind. Perhaps some of our 
kicks and complaints will best answer this. Let me make 
this more personal. Let us take a pack of Lucky Strikes 
or a Corona-Corona and respectively go out tomorrow 
and pay a nickel for the Luckies and a dime for the 
Corona. Would you not expect the same enjoyment that 
you previously had at any previous prices? If you did 
not get it—what then? Translate this in terms of shoes. 

To be sure, we are all creatures of habit—mental and 
physical. We mechanically and unconsciously do things 
that we do not realize we do. We don’t stop to think. 
One starts always to shave on the right side first, while 
another starts on the left. One jiits his foot in the right 
leg of his trousers first, habitually and unthinkingly. The 
same with putting on his shoes. Invariably the same foot 
first. Likewise with the newspaper, one unconsciously 
opens to the sporting page or the stock market sheet. We 
do these things because the groove that makes habit is 
in our minds. Is it possible that we similarly do things 
in our jobs without thinking? Have we become so 
mechanical mentally that we have lost our perspective? 
Putting it boldly, have we permitted ourselves to run 
on a single track—and in so doing, think only of selling 
price and not quality? 

A recent issue of the New York Times typically il- 
lustrates the point. The advertisements of four outstand- 
ing stores featured shoes at $4.50, $5.50, $7.50 and one 
at $10.50. A short while back these same stores fea- 
tured what we have just called “superlative grade foot- 
wear.” 

We must admit that reduced incomes have compelled 
many to alter their standards of footwear purchases. 
Fear, perhaps, caused many to go from the sublime 
to the ridiculous price. rangé;~ when in reality their 
income justified a continuance of their former standard. 

[TURN TO PAGE 38, PLEASE] 
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COLLEGE SHOE DISPLAY... ROGERS PEET CO., N. Y. 


W uat is that rare and intangible something that 


SE 7! ING makes a college shop sell COLLEGE MEN? 
While there are college shops in practically every 
‘Th é large department store in this country, it is a painful 
but true fact that relatively few of them are actually 


U N IV E R S IT Y selling any considerable proportion of university men. 
In spite of their elaborate and colorful decorations, some- 
how they fail to get the air of authenticity that is neces- 

CROWD sary to inspire confidence in a real college man. 

Rogers Peet always got their normal share of the col- 
lege business done in New York; but this year they were 
not satisfied with that and proceeded to go after their 
college business in a bigger way. After consulting with 
Na Douglas MacDaid, university outfitter at both Princeton 

\ \m_ and New Haven, they became convinced that university 
men are loathe to buy anything for campus wear away 
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Blanket Courtesy American Woolen Co. 


from the campus——and, strangely enough, the very im- 
portant fact that the parent can be made to foot the bill 
does not change their minds. Somehow or other, there 
was always the idea in back of the student’s mind that 
merchandise bought in New York or Chicago never had 
quite the style that they wanted for their campus clothes. 

This year Rogers Peet’s Fifth Avenue store scooped the 
“back-to-college” business by offering merchandise in its 
University Shop, the identical and authentic university 
styles that MacDaid is featuring at Princeton and New 
Haven. Of course this was under the direct sponsorship 
of Douglas MacDaid and all advertising featured his 
name. 

For a period of three weeks Rogers Peet enjoyed a 


Based upon an interview with 
Joseph Knox 
Men's Shoe Buyer, Rogers Peet Co. 


phenomenal pre-Fall business in its University Shop and 
at the present writing is attracting attention. Here, the 
returning university man found in an informal friendly 
atmosphere exactly the same sort of merchandise that 
formerly he could obtain only at the best college a 
on his own campus. 

Every bit of merchandise that Rogers Peet carry in this 
University Shop is carried by MacDaid in New Haven 
and Princeton. 

A very important part in these college sales was done 
in the shoe department, under the direction of Joseph 
Knox, shoe buyer for Rogers Peet. All the shoes chosen. 
for college promotion were sponsored by MacDaid and 
are being featured simultaneously at his campus shops. 

Mr. Knox has selected for Boor AND SHOE RECORDER 
a group of six shoes, all original creations of Rogers 
Peet, which were very successful in this college promo- 
tion. They are real Fall and Winter shoes and seem 
to us perfect styles for wear at the football games. 

Very little originality in style comes from the college 
campus, but the college campus can make or break a 
style. 


Rogers Peet has always tried to sense the style trend 
and feature merchandise which should go well in the 


colleges. The informality within the shop has been car- 
ried even to the shoe display which is featured in the 
center of the clothing section. Here on a large table, ar- 
ranged on a typical football rug and very carefully treed, 
are the six pairs of shoes. While the customers are wait- 
ing for fittings, it has been observed that many will 
casually pick up the shoes and examine them. Once a 
customer has felt the merchandise, it is easy to sell it 
to him. A difficulty in the Rogers Peet University Shop 
is the fact that the actual fitting must be done on the 
floor below. However, it was found that this effective 
display attracted many customers to the shoe department, 


with a definite idea in mind as to what they wanted; and 


a one or two pair sale usually resulted. 

It is also interesting to note that Rogers Peet have re- 
ceived a number of orders from out-of-town colleges for 
shoes which customers buying clothing saw displayed in 
this attractive University Shop. 

Close examination of the illustration will show what 
a sales-pulling selection Mr. Knox has made. You will 
notice the classic “old wine” Cordovan wing tip, a shoe 
which has taken the place of the Scotch grain brogue in 
the college man’s wardrobe. It is very smart with its 
well-proportioned punched wing tip, black sole and heel 
and all-over wine colored stitching. 

Then there is the brown buck, wing tip oxford—a very 
swagger model—used here with agatine eyelets and at- 

[TURN TO PAGE 40, PLEASE] 
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This is the new "'Wispette" stocking by Artcraft. It 
is a novelty construction that suggests a fine lace, and 
indicates a growing high-fashion demand for fancy 
weaves to wear with slit skirts and is a good possibility 
for holiday business. 

Another interesting new number recently introduced 
is a development of the knee-length idea so popular 
last summer. 

In silk and wool, this new over-hose (intended to be 
worn over silk stockings) is ideal for football games 
and for other occasions when extra warmth is needed. 
It is also practical to suggest for country walking, 
where brambles snag silk stockings—A good extra item 
for shoe store promotion. 
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CHECKING 


Miss Nolan, hosiery stylist and mer- 

chandising consultant, has just com- 

pleted an intensive survey of color 

selling. Her findings will be helpful 

to shoe stores in placing their re- 

orders on Fall and Winter hosiery 
shades 


PROMOTIONS of the past six weeks have highlighted 
the extremely dark browns. And these deep shades have 
sold successfully. Many merchants, who were skeptical 
at first, have ordered them for their stocks. The few 
manufacturers, who did not include them in their first 
color cards here, dyed them up just recently. 

Records show that 15-20 per cent of color sales has 
gone to these dark browns. Now they are falling off a 
little in favor of the taupes, but the stores expect them 
to continue in importance throughout the season. 


Ringless Construction Makes 
Dark Shades Saleable 


These deep tones are merchandised in sheer and semi- 
sheer numbers—never in the heavier stockings. And 
they are wanted in the Ringless numbers almost exclu- 
sively. In fact dark browns and Three-Carrier Con- 
struction are the Siamese Twins of this Fall’s fashions! 
We couldn’t have sold dark colors without that extra 
clarity of ringless hosiery. And, on the other hand, 
ringless construction could not have been dramatized 
without dark shades to make its advantages obvious to 
the customer. J 

In Summer colors the difference was very slight be- 
tween the old and the new method of making hosiery. 
Now any woman can readily see the contrast. 

The promotion of dark colors in clear stockings has 
been a helpful thing to business as a whole. It has 
played its part (along with the strike) in the stiffening of 
hosiery prices within the past month. Production has 
been necessarily limited, because ringless machines are 
limited, and the result has been favorable all along the 
line. 

So, from an economic angle, as well as from a fash- 
ion angle, it is good business to feature dark browns and 
to show them in displays as the new note in the Fall 
and Winter picture. 
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Dark Taupes are Developing 


In the taupe shades which are developing steadily in 
significance (22 per cent of sales at present is being 
done in taupe shades), it is important to note that the 
dark taupes are almost as much in demand as the lighter 
shades. Women are wearing them with carried-over 
blue costumes as well as with black and green. And 
women like dark taupes in the new ringless merchandise. 

Gun-metal, long considered a staple shade for the 
older woman is also becoming a fashion shade in sheer 
numbers. And there is a ripple of interest again in gun- 
metal with black heels. 


The Present Status of Black 


Black and off-black have done remarkably well for so 
radical an idea. Accounting, as they do for 3-5 pér cent 
of sales, always in two and three thread numbers. Black 
itself and the off-black (or extremely dark gray, barely 
distinguishable from black) are running 50-50. These 
stockings, of course, are selling for formal costumes 
only (late afternoon and evening). And as the formal 
season is only just beginning, we can expect to see them 
doing better still, as formal clothes really get into their 
swing. 

Many stylists consider the black or off-black stocking, 
sheer and clear as it can be made, the ideal stocking for 
the split skirt. Certainly with a light, open, black slip- 
per, nothing is more attractive and nothing looks newer. 
This is an idea that shoe stores should certainly em- 
phasize when they feature formal footwear. 

A well-known mill is introducing a new 5l-gage 
stocking with production entirely confined to black and 
off-black . . . and they expect the slit skirt to help them 
sell this luxury number. Made on a remarkable single- 
unit machine that eliminates joining marks at the instep, 

this stocking is entirely clear throughout its entire length. 
And as only a limited number of pairs can be made, 
this production is concentrated where its advantages will 
be most conspicuous. 


Browns of Middle Range 


Middle tones of brown, which are naturally the most 
important in volume for the Fall, feature the Marrona 
shade of the Color Card. Compared with last year, this 
best-selling brown is distinctly darker, practically a 
match to the corresponding shade in leathers and blend- 
ing closely also with Indies brown in shoes. The higher 
cuts in shoes also play their part in this endorsement 


UP on Fall Hosiery Colors 
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As told to RUTH HARRINGTON 


By 
MABEL NOLAN 


of darker tones in stockings. It is so much more flat- 
tering to the ankle, with a high-cut shoe, not to have too 
much of a color break where the shoe ends and the 
stocking begins. 


High Color Novelties 


A few high shades have been launched and promoted 
in windows. A dark green, a rust shade and a wine 
color. These are obviously novelties, possible only to 
wear with high-colored tweeds, interesting only to an ex- 
tremely limited clientele. They are the extremes of the 
color picture. 

This whole color picture this Fall has changed radi- 
cally. The darker tones offer a big opportunity to pro- 
mote better stockings. Retailers and manufacturers 
alike are encouraged by the developments of the past 
few weeks. Shoe stores should be able to do a profitable 
business in their hosiery departments, with hosiery fash- 
ions as they stand today. 


THE 


EDITOR'S 
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Give Business a Truce on Political Experimentation 


Wauat this country needs at the moment is an ex- 
pression from government that will restore business 
confidence and remove the element of doubt as to 
further social experimentation. The theories of the 
Brain Trust may be well-meaning but they increase the 
doubt as to the path that will help us to work our way 
out of national, financial and business catastrophe. If 
something can be done to remove the element of doubt, 
based on the continual exploitations of political intent, 
then indeed will we be able to make progress ahead. 

Give the business man an opportunity to plan 
ahead for one, two or more years, and the depression 
is licked. The doubt and uncertainty that tightens 
the actions of men and capital is the one great 
hindrance to recovery. 

We sensed at the Conference last week that an entire 
industry was ready “to go places and do things” but 
was deterred from action by fears and misapprehen- 
sions of political policies. Business men were ready 
to discount the elections in November and agree that 
the party in power would find itself in a position of 
dominating the coming Congress completely. Cer- 
tainly, the obligation then of government is to lend 
some assurance to both capital and labor that a breath- 
ing spell might be possible so that business might do 
some future planning. 

At our own Conference we noted a hesitancy on the 
part of many to anticipate and plan operations for 
next Spring and Summer. The will to make progress 
was there but doubts enveloped it. Men were reluctant 
to plan a few weeks in advance when normally, at this 
time of the year, they would be making commitments 
for advance materials, supplies and equipment. 

In many other lines of industry an immense reservoir 
of orders are held in check until immediate doubt is 
removed so that advance planning can be resumed. It 
is said that in the textile field an immense reservoir 
of orders is held in abeyance until some assurance is 
given that labor will accept the contractural responsi- 
bility of continuous operation for a period of time set 
by agreement. 

Compulsory arbitration of labor problems should 
not be difficult to establish when it is widely known 
that wages are the basis of purchasing power. It 
is reasonable to believe that there are reservoirs 
of orders for shoes, ready for the making, if seme 
assurance is given that government will not raise 
havoc with the mutual plans of business and labor. 

About the only thing that is interfering with the for- 
ward push along all industrial fronts is the unrest that 


BY 


comes through fear of political experimentation. The 
strangest thing is that if business men feel that further 
inflation is coming why they do not contract for sup- 
plies, equipments and goods when today’s dollar will 
buy more than the possible inflated dollar of the future. 
Isn’t that in itself an answer to the need for an expres- 
sion of steadiness in the government’s plan of operation. 

The majority of men and corporations are honest 
and are ready to move ahead. It is no secret that 
money is idle because the owners of it are afraid to 
invest it in business developments or securities. 

Prices of securities today are one of the indicators 
which show that confidence in business is lacking. You 
hear generally expressed the opinion that prices of se- 
curities are considerably below their actual value based 
on fair trade conditions but there is no demand for 
these securities because the feeling of uncertainty is 
too great. If our argument is logical, security prices 
would advance and the general belief throughout the 
country would be that business is to be encouraged and 
would improve. 

There is no question but that during the prosperity 
orgy many evils crept into business as a result of un- 
wise and unfair action on the part of large financiers 
and corporations; and that our successful business men 
failed to recognize the needs of humanity. Today the 
business men realize that the obligation of reemploy- 
ment must rest upon private business. 

Four permanent problems are prices, 
wages and hours. Solve the first problem and you 
have gone a far distance to solve the others. Business 
men, operating on the profit incentive, would like to 
venture in advance commitments, business improve- 
ments and the purchase of equipment for efficient pro- 
duction. They could buy many things but won’t until 
they are convinced that government policies will indi- 
cate that industry is to be encouraged. Recovery, in- 
creased employment and better conditions for the 
masses will respond if government will give assurance 
that there will be no radical innovations for at least 
a year ahead. 
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Shoe Dealers’ SALES RECORDS 
Show what this ADVERTISING 
DOING 


© @ @ It’s a fact, provable by 
retail records, that sales of shoes 
with Goodyear Wingfoot Soles are 
doubling and redoubling 


—that today more people are speci- 
fying these soles by name than any 
other kind 


—because this consistent, week-in- 
and-week-out advertising has con- 
vinced millions that the Goodyear 
name is a mark of extra value 


on a shoe! 


Why don’t you see what the extra 
selling-power of the Goodyear 


name will do for you? 


AMERICA’S 
FASTEST-SELLING SOLE 


WINGFOOT SOLES 


When writing advertisers please mention Boot and Shoe Recorder 
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‘A football window with a 
juvenile flavor appropriate 
for a showing of boys’ shoes. 
Dramatized with cutout of . 
boy kicking football over 
end posts. The posts 
frame a panel on which 
+ h e wording appears, 
School pennants, cut from 
wallboard and painted in 
the correct colors, are in- 
clined as fixtures on which 
to show the shoes. Use 
local school pennants and 
colors. Silhouette can be 
cut from felt or wallboard 
end painted black or 
brown. 


lr you operate a men’s shoe store, if you specialize in 
style shoes for men or women, or if you cater to the 
younger set, you will undoubtedly include a football 
window in your October schedule. For football—and 
the world’s series—are the big news events of the 
month in the sports world. 

A lot of shoe stores will feature a world’s series 
window, and it’s an excellent idea around which to 
build a men’s footwear display, using photographs of 
the teams and players and some statistical tables com- 


Window Background Ideas 


piled from the records of the contending teams. Men 
who pause in front of your windows like to look over 
these pictures and study the figures that show what the 
champions have done during the season. If you can 
make them stop and look, you’ve taken the first im- 
portant step toward arousing interest in the shoes you 
have on display. 

Football has a much broader appeal, however, and 
forms a more effective background for a window fea- 
turing any sort of fashionable outdoor footwear, 


For 
October 


To make the passer-by 
realize that Autumn is close 
at hand, it is desirable to 
inject a strong atmosphere 
of Fall in windows that 
feature the new Autumn 
styles. The window idea 
that we show here does this 
in a bold simple manner. 
All you need are three 
large leaves cut out of wall 
board, painted in brilliant 
Autumn colorings. Arrange 
these leaves as shown in 
our drawing with the words 
“Fall Styles" painted on 
the two upper leaves. 
Shoes are displayed on the 
other leaf, which is in- 
clined at an angle on the 
top of the step formation. 
Balance of the shoes are 
shown on the steps. 
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whether for men or women, boys or girls. Football is 
more than a sport—it is a fashion event of the first 
magnitude in the Fall season. It interests and attracts 
more people than any other sport, and it is associated 
in the public mind with well-dressed crowds of people, 
wearing the smartest and most up-to-date apparel. Its 
very name suggests the thought of shoes and leather. 

If your store is in a college town or a city where im- 
portant college games are played, you may plan to 
build several windows around the big games of the 
season, using the pennants and colors of the rival 
schools and photographs of some of the star players. 
If you are more remote from the big gridiron contests, 
you may elect simply to have a window planned around 
the idea of football in general, to serve as an appro- 


Football, Autumn Atmosphere and the 
Neo-Classic Theme Developed as Display 
Keynotes for the Next Few Weeks 


priate background for your smart Fall styles. But if 
you sell the younger generation, the school and high 
school crowd, remember that in their minds the local 
contests loom as large as the big collegiate classics, 
and by putting some of the local color and atmosphere 
of these games in your windows you will earn a meas- 
ure of good-will that will stand you in good stead, not 
only in the football season but right through the year. 

[TURN TO PAGE 39, PLEASE] 


A fence of split rails, using 
actual rails, wide enough 
to support the shoes, whicn 
are placed lenthwise on 
top of the three rails, fac- 
ing the figure. Figure of E 
man is cut out of wallboard 4 

and fastened to the fence. 


TO THE MAN WHO IS ON THE 


ABOUT HIS 


RHELP 


Man should be drawn with 
an expression of perplexity 
on his face to illustrate the 


title, "To the Man who is 


on the Fence about his 
Shoes," etc. Shoes should 
also be arranged on the 
floor, but use of display 
stands should be avoided, 
so as not to obstruct the 
view of background. 


Here is a_ striking Neo- 
Classic window trim, suit- 
able for a women's shoe 
display and especially for 


a display of evening foot- 


wear. The effect is very 


artistic and pleasing; yet 
the display involves a 
moderate expenditure, with- 
in the reach of the average 
store. Information as to 
materials used and suq- 
gestions for construction 
are given in the accom- 
panying article. 
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OTHER 
PEOPLES 


By HARRY R. TERHUNE 


IDEAS 


Field Editor, BOOT AND SHOE RECORDER 


[HERE is a page out of the book 
of a real shoe man’s experience. 
It was told me by Roy J. Phillips, 
who manages the Economy Shoe 
Store in Jacksonville, Fla., and I 
quote him verbatim: 

“It is the repeat business that 
tells whether or not you are satis- 
fying your customer. Then there 
is the number of customers which 
your satisfied trade sends into you. 

“Just let me tell how the miss- 
ing of a measly little fifty cent sale 
resulted in the selling of $45.00 
worth of shoes. 

“Several weeks ago a man came 
in asking for a pair of 50c metatar- 
sal pads, remarking that a friend 
of his had a pair which were giving 
him great relief. Well, after mea- 
suring his feet, I noticed that he 
was wearing a size 844 D, when 
he should have had a size 10 A, 
at least. So instead of his buying 
the 50c pads, he bought a pair of 
$9.00 shoes. 

“Did I do right or did I do 
right? He came back a few days 
later bringing his wife, who bought 
a pair of $6.00 shoes. Then the 
wife brought in her aunt and uncle, 
who left $15.00 more good old 
American dollars in the store’s till. 
Today I received a phone call from 
the aunt saying she was bringing 
in her father and mother who want- 
ed the same kind of shoes as the 
others. 

“Had I sold the man just what 
he asked for, in the first-place, the 
store would have had just a 50c 
sale. As it was we satisfied at least 
six people, made six brand new 
customers, and boosted the original 
sale 900 per cent. I know of lots 
of stores which would like to boost 
their sales up even half that 
amount. Well, that is how it can 
be done. 


“We always endeavor to sell our 
customers a higher priced shoe than 
the one asked for, explaining to 
them that their feet call for this bet- 
ter type shoe. Of course there are 
cases where the customer is price 
minded and so dumb that he 
scratches his head as if his hand 
itched. 

“The reason that I make this 
statement is that only the other day 
a man told me that $1.50 was 
enough to pay. In fact he went 
so far as to say that he could get 
a pair at this price which would be 
as good as our $10.00 shoes or 
those sold at any store for $10.00. 
Any one who charged more than 
that should be arrested for prof- 
iteering, he said. 

“Such a customer is so dumb that 
he is not worth the time which he 
takes up.” 


Ori 


\/ P. REYNOLDS, proprietor 


of The Walk-Over Boot 
Shop, Santa Monica, says: “If 
mothers will not send their little 
kiddies to your store for shoes with- 
out coming themselves you have 
not established the amount of con- 
fidence in yourself and your store 
that you should have established. 
The mothers of Santa Monica in 
large number merely call up by 
telephone and say, ‘Willie is com- 
ing for another pair of shoes. Take 
care of him for me, please!’ The 
mother knows that Willie. will get 
the same attention he would get 
if she were with him, she knows 
price limitations already known to 
me will not be violated, she knows 
that the child will not be imper- 
fectly fitted, and if he cannot be 
fitted exactly he will not be fitted 
at all. 


“We also have scores of cus- 
tomers in other cities. Mothers 
will bring in their children and 
leave them to be fitted out while 
they go shopping in non-competi- 
tive neighboring stores. 


“I feel that confidence less than 
this is not confidence at all. When 
all is said and done, why should 
it be necessary for a parent to stand 
guard over a child being fitted by 
a person who ought by all the rules 
of the game to know more about 
fitting, quality, and service than the 
guardsman knows?” 


“1 WOULD like to ask the aver- 
age retailer of women’s shoes 
whether he has taken notice of how 
often he finds it difficult to close a 
sale through lack of confidence on 
the part of the customer even 
though he is giving her unusual 
value, good fitting, and in every 
way trying to impress her with the 
sincerity of his effort to please 
her,” queries T. Gold, who manages 
the Fink Shoe Store in Brooklyn, 
N. Y. 

“How often has he heard this re- 
mark, ‘Oh, you shoe salesmen are 
all alike.’ 

“TI think that one of the greatest 
evils we have to overcome is the 
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DOUGLAS STICKS TO THE 


All-Leather 


WITH A PROFITABLE M 


You know the advantages of a shoe 
with solid-leather construction. You 
know it keeps its shape better — 
longer. You know it’s more comfort- 
able .. . and gives more wear. You 
know it’s the sort of shoe you would 
rather sell your customers — if you 
could give it to them at their price. !* 


You can! The New Douglas Deal 
didn’t mean a casting-off of the prin- 
ciples and sturdy honesty of this 
half-century-old company. Rather, 
the New Deal meant a strengthening 
of those characteristics in light of 
the new American idea and ideal of 
business. Today, as always, Douglas 
is on the ALL-LEATHER standard . . 
with retail prices starting at our 
rock-bottom of forty years ago, $3.50! 


You can count on Douglas Shoes 
keeping your customers contented 
.- building your business and prof- 
its. There is a complete range of 
new, “in stock” styles — every one 
with all-leather construction — re- 


tailing at $3.50, $4.50, and $5.50. 


AND RETAILS 
AS LOW AS 


Styled for this Fall, the Douglas 
Line has a broader appeal than ever 
— increasing your opportunities for 
sales! Your margin of profit is gen- 
erous . . . and guaranteed by our 
price-stamps on the soles! National 
advertising in The Saturday Evening 
Post, and in more than a hundred 
metropolitan newspapers, will con- 
tinue. And there’s an abundance of 
forceful window-display material 
free. 

This is only a bird’s-eye view of 
the New Douglas Deal. Mail the cou- 
pon for full details on these Greener 


- Pastures for Douglas Dealers! 


W. L. DOUGLAS RETAIL PRICES 
FOR FALL, 1934 
MeEn’s SHors . . $3.50, $4.50, $5.50 
Lapy Douctas SHors . $3.50, $4.85 
MEeEn’s NoRMAL-TREDS . . . start at $7 


Lapy Doucias NormMat-Treps . $6.50 
(with patented, scientific, corrective features) 


DOUGLAS SHOES 


AMERICA’S FAMOUS SHOE-VALUE 


we 00 Ove raat 


The famous price- 
stamp on the soles of 
W. L. Douglas Shoes 
is a strong selling- 
point. It guarantees 


honest value to your ~ 


customers . . . and 
guarantees your full 
margin of profit. 


W. L. Doucias SHoe Company, Brockton, Massachusetts 


Gentlemen: 


0 Please have your representative call and tell me about the new Douglas Line 


and Policy. 


0D Please send me a catalog of the New Douglas Styles for Fall and Winter, 1934. 


Street 


Name. 


City 


State 


When writing advertisers please mention Boot and Shoe Recorder 


arf YOU 50 
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fact that most women have come 
to feel that in shoe selling there is 
no such thing as honesty. In the 
corrective shoe stores and other 
high class establishments this has 
been somewhat eliminated, but, to 
a great extent, this condition seems 
still to exist. 

“In my experience of fitting 
shoes, I have found that the best 
way to handle a situation of this 
kind is to offer first your best ad- 
vice and that, by showing more 
indifference than anxiety, you can 
get a whole lot further. I would 
go even so far as to say that I do 
not think I would want to sell her 
this time, but would prefer her to 
look around and convince herself 
that what I have advised is most 
suitable. 

“So many retail men lack the 
courage of their convictions and, in 
their anxiety to complete the sale, 
throw all tact to the winds and say 
things that tend to weaken them 
further instead of making progress. 

“I take into consideration that 
most of my customers are now edu- 
cated in the ways uf buying more 
than ever before, and that it really 
requires more intelligent salesman- 
ship rather than persistency to get 
my product over.” 


oF 


movable wood panels, 
one placed in front of each mir- 
ror, help customers of the women’s 
shoe department at Neusteter’s, 
Denver, Colo., get a more exact fit. 


are simply laid on the carpet in 
front of each mirror. They can 
be quickly removed and are un- 
likely to be stumbled over. At 
the same time they are far from 
unsightly. A good coat of stain 
and varnish keeps them in good 
condition for a long time. 

“We've found,” says buyer Clyde 


Norton, “that it is impossible for 
a woman to tell exactly how a shoe 
will feel in actual use when she 
tries it out only on a heavy car- 
pet such as we have in this depart- 
ment. The small panel of wood 
enables her to get the correct ‘feel’ 
of the shoe before she ever leaves 
the department. 

“We feel that anything is valu- 
able which leads to greater custom- 
er satisfaction. But, aside from 
this point, arrangements for better 
fitting save time and expense in 
cutting down returns.” 


R* personally distributing small 
samples of white shoe cream to 
nurses in all the local hospitals, 
Leona Engberg, in charge of the 
Walk Over Shoe Store’s hosiery, 
bags and cream department, in- 
creased sales of the cream to the 
point where she is now selling it 
steadily to about 90 per cent of the 
city’s nurses. 

“Such volume of sales has re- 
sulted from this and other promo- 
tion,” states Miss Engberg, “that 
we find it necessary to have large 
quantities of the cream on hand 
already wrapped so that customers 
for it do not have to be kept wait- 
ing. Many of these customers who, 
primarily, come to buy cream, stay 
to purchase hosiery, bags or new 
shoes.” 


OPI 


ALESMEN at R. H. Fyfe and 
Company, Detroit’s big shoe 

store, have worked out an efficient 
system to handle the “price” cus- 
tomer on women’s hose. Sugges- 
tions of hose are used for every 
customer who comes in for shoe 
purchases. The occasional reply 
that “your hose are too expensive,” 
is met with a casual, “we have less 
expensive grades, too,” or “we 
have 69-cent hose,” if the customer 
mentions a specific price. 

The customer becomes interested 
when she hears that there are low 
priced hose like that in a store she 
is accustomed to buying quality 
goods from; and she may be sold 
on the lower grade, or may listen 
to a short sales talk on quality, as 
the salesman’s discretion directs. 
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W. NUNAN, display manager 

¢ of Dreyfuss & Son, Dallas, 
Texas, has regular newspaper ad- 
vertisements of special sales, on 
shoes, reproduced and enlarged on 
heavy display card board and uses 


| 


these boards in his window displays 
for backgrounds. The ads usually 
feature some special type of shoe 
in either men’s or women’s shoes 
and frequently a special price. The 
reproduction not only serves the 
purpose of a background but also 
brings forcefully to the attention 
of the public the merchandise 
which has been featured in news- 
paper copy and forms a tie-up 
which is invaluable, the public be- 
ing afforded the opportunity of 
comparing newspaper descriptions 
with the actual goods. 


Or; 


“‘C TOUT women are the best pos- 

sible customers they’re 
properly fitted and sold really 
good shoes—but beware of them if 
you don’t meet these requirements,” 
says Miss Mattie Sutton, owner of 
Sutton’s Apparel Shop in Steam- 
boat Springs, Colo. 

“The point is that the average 
stout woman will ‘run over’ cheap 
or poorly fitted shoes. 

“We've built a lot of permanent 
business by selling stout women 
the best merchandise we carry and 
making a supreme effort to see that 
they are properly fitted. We’ve 
found that most heavy women have 
almost come to expect that their 
shoes will ‘run over’ and when they 
get a pair that don’t, they will come 
back time after time. But, until 
they do find such a shoe, they keep. 
looking around, never coming back. 
twice to the same place.” 


that 
About one foot square, the panels 
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MORE BUSINESS 


AT LESS COST 


Are you selling 75% of those coming into the 
store? Are you selling 50%? One way of getting more 
business at less cost is to seek the shoes which will 
give you the least trouble after sale. There’s where 
shoes bottomed with Kistler “BENCH BRAND” sole 
leather fit. That’s why they should have your en- 
during preference. 


KISTLER'BENCH BRAND’ 
SOLE LEATHER 


A SELLING SUGGESTION 
When it is price against quality 
it will be helpful to say—We be- 
lieve no saving in first cost can 
offset the of soon 
resoling. By buying shoes with 
Kistler “BENCH BRAND” 
leather soles you avoid that pos- 
sibility 


is not a high-speed, low-endurance tannage. It is seen 
more and more in the men’s and boys’ shoe picture 
because it is particularly adapted to such shoe re- 
quirements. Throughout the field of manufacturing 
and merchandising it is moreover popular, because 
its merits mean more in dollars and cents. Don’t pay 


It’s an advantage in buying to have the names of making shoes the — of poor sole leather. 


shoe manufacturers 
that carry KISTLER “BENCH BRAND” LEATHER SOLES. Write us for them. 
This chart represents a side 


of Tho. part used for LEATHER COMPANY 


KISTLER “BENCH BRAND” 
SOLES is about 13% of the FOUNDED - 1840 


‘BOSTON:MASS: 


When writing advertisers please mention Boot and Shoe Recorder 
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FOWARDS 


CORECTRED 


The ideal orthopedic duo- 
plan. No.1,FlexibleShank. 
No. 2, Rigid Shank. 


SENORITA 


The style plan for style- 
conscious modern girls. 


Concentration means success. Instead of carrying a miscellaneous stock drawn 
from many sources, balance your stock solidly on the Edwards Five-Star Pro- 
gram. Then... no duplications, no “gaps.” Instead, an efficient, hard-working 
stock. A shoe of outstanding Value to answer any demand any customer can 
make. You will gain a profitable reputation for Quality, for Value, for being 
able to supply every need exactly. Experience of leading buyers proves it. 
And concentrating with Edwards simplifies overhead, makes for more efficient 
service. Balance your stock for profits on the Edwards Five-Star Plan. Send 
for Edwards In-Stock Catalog. 


EDWARDS 


314-322 N. 


3... 
4 
op 
* 
Does you 
Photogra 
Departm 
| 612TH STREET x PHILADELPHIA, PENNA. 


itable elling Americandctailers 


HIT THE SELLING-PEAK OF 
THE SEASON WITH EDWARDS 


SHURE-FOOT TURNS 


The dress plan featuring 

a complete graduation 

in heel-heights and in- 
cluding our famous 
Royal Turns. 


SHURE-FOOT WELTS 


The basic, sure-sale ser- 
vice plan. Goodyear welts. 


ARCH-GROWER 


The foot-health 
protection plan. 
Guides proper 
development 
of the grow- 
ing foot. 


Does your Junior Department look like this? Actual unposed 

photograph showing large volume of business being done in a 

Department which CONCENTRATES on the Edwards Five- 
Star Junior Program. 


- 
M 
; 
| 
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Official Forecast on Men’s Shoes 


As Adopted at Joint Styles Conference 
Hotel Astor, New York, September 25, 1934 


The following report gives a general analysis of the discussion 
at your Committee's Meeting, with particular attention paid to 
ay gee probabilites. This is an entirely different approach 
the old stereotyped form of presenting only certainties. 
—Men's Style Committee, 
George B. Hess, Chairman 


THE men’s shoe industry, in manufacturing and in 
merchandising, from the tanning vat to the fitting stool, 
breathes a new enthusiasm in anticipation of the Spring 
and Summer seasons of 1935. The members of your 
Men’s Styles Committee—tanners, retailers, last mak- 
ers, pattern makers, and manufacturers—look forward 
to 1935 with the belief that a new trend, a new spirit, 
is apparent. 

VaRIETY is the watchword for the Spring and Sum- 
mer seasons of 1935. Variety should be evident in 
color and texture of leathers, as well as in shoe con- 
struction and design. After years of conservatism, it 
seems that there is outward and visible evidence of a 
new spirit in men’s footwear fashions—a new en- 
thusiasm for new materials, new treatment in patterns, 
materials and lasts, and a greater possibility for the 
extra shoe in the wardrobe. 

The reason for this new variety note can be at- 
tributed to three causes: 

1. Influences from without—treliable style prognosti- 
cating authorities appeared before your committee and 
informed it that variety would be the prime requisite 
in consumer demand for the coming season. The cloth- 
ing industry with its sport ensembles, its three and 
four-way combinations of suit, coat, and slacks—the 
manufacturers of white fabrics, such as Palm Beach, 
Seersucker, etc., with innumerable, new - appearing 
clothes scheduled for next Spring and Summer—all 
demanding new ideas in complementary shoes. 

2. Influences from within—the natural evolution of 
leathers and designs within the industry and the crea- 
tion of new materials and methods of adaptation. For 
example, tanners have produced countless new effects 
in white leathers, as well as browns and tans. The 
pattern makers promise a great variety of new ideas 
for Summer and sports wear. The last makers have 
developed new effects, and the manufacturers promise 
alterations and changes to existing types of shoes. 

3. Influence of consumer psychology that demands 
a change from dominating, customary ty pes—a reaction 
primarily of the few, with gradual effect on the many; 
a desire for something other than the ordinary. It is 
the fundamental, psychological need for change under- 


lying all fashion evolution, and with such changes, we, 
naturally, find the factor of obsolescence, which, in 
itself, makes sales. 

The trend toward variety will, by no means, dom- 
inate the merchandising scene, but it will be the new 
note—the watchword in the men’s shoe world for Spring 
and Summer 1935. The staple all whites, black and 
whites, and brown and whites, the all black and all 
brown lightweights, and the ventilated types should 
again be preeminent, but the new liberal spirit that 
pervades men’s fashions should allow the buyer op- 
portunity and justification for “taking a chance on the 
third”—that is, testing his market with something new, 
without shirking his staple lines. 


Sprinc. The coming season should show a propor- 
tionate increase of brown over black in staple lines. 
And when early Spring comes around, there should be 
many interesting developments in the sturdy brown 
shoe. The increased demand and application of sport 
clothing brings new emphasis on the browns, an em- 
phasis which should encourage increases in smooth and 
textured calfskin, as well as brown buck and brown 
buck and calf combinations. 

The later Spring should carry on the influence of 
brown buck, as a part of the brown sport ensemble 
and in contrast to the ever-popular grey flannel 
trousers. 

We also wish to point out possibilities for new types 
in active men’s golf shoes for the Spring. Brown buck 
or service calf might offer a good possibility because 
of its durable qualities. A new Ghillie type of golf 
shoe for men is, according to our fashion authorities, 
very popular in England at this time, and might offer 
another new possibility. 

Summer. All-white should, undoubtedly, lead the 
field of Summer shoes, with emphasis on new practical 
adaptations of the all-white shoe. Brown and white 
and black and white will also have their place, offer- 
ing even greater opportunity for new effects. The new 
brown colors lend themselves admirably to brown and 
white combinations, and manufacturers will, undoubt- 
edly, exploit every possibility for creating different 
shoes. For example, it was pointed out that cordovan 
colored calfskin, combined with white, would produce 
a new and different effect, which might have some 
value, and that lighter shades of tan and brown calf- 

[TURN TO PAGE 49, PLEASE] 
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Men of Instinctive Tastes 
Choose King Kid Matured 
Goatskin .. . Unerringly! 


In the selection of swagger shoe styles, Matured Goat- 
skin is a truly acceptable leather. And so men whose 
tastes dictate that they be a little different choose 
this superlative leather. Meeting every requirement 
for men’s shoes, King Kid Matured Goatskin, tanned 
with an experience of more than a hundred years, 
from choice Brazil and other South American skins, 
has a natural grain, and due to the springy inter- 
twined construction of the fibres found only in a 
goatskin, real comfort in wear is combined with the 
swagger effect sought by men of instinctive tastes. 


OTHER OUTSTANDING PRODUCTS OF 
WILLIAM AMER COMPANY ARE: 


KRUSH KROME, KING GOAT, SPORT GOAT 


In a new and definitely better finish. “Shrunken” in a special 
chrome tanning process which tends to elevate the grain— 
very smart! In black, white and the accepted Spring shades. 


BLACK GLAZED KING KID 


A truly vibrant black—its texture soft—its finish lustrous. 


BLACK SATIN KING KID 


American skins 
Having the subdued lustre found exclusively in the true Satin Kid. ere weed ta the 


Amer products. 


WILLIAM AMER COMPANY 
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ASSOCIATION NEWS 
AND TRADE VIEWS 


National Shoe 


SHALL THE GOVERNMENT DISTRIBUTE SHOES? 


NO! NO!—Answer the local and regional shoe retailers associations throughout the 
country. NO! NO! NO!—Says the National Shoe Retailers Association. 


The cry of protest that went up to Washington from every state association, every city association 
and every leader at retail was so convincing—that the idea of relief distribution has been "tabled." 
To arouse a nation of merchants, almost overnight, is token of the power of the National Shoe 


Retailers Association. 


DISPATCH sent to all local, city, State and regional associations: 
Your National requests that if you have not already done so, a resolution be adopted 
protesting the distribution of shoes under the direction of the Federal Relief Administra- 


tion except through regularly established retail channels. 


Sixteen to thirty million 


pairs are involved. Please wire copies of protest and resolution to President Roosevelt; 
Harry L. Hopkins, Federal Relief Administrator; Thomas Hibben, Acting Administrator 
of Federal Relief; Henry A. Wallace, Secretary of Agriculture; your governor, your 
city mayor, your United States senator. Release copies of resolution to consumer press 
immediately. Please advise headquarters of action taken. 


IN RESPONSE:— 

Pittsburgh Shoe Retailers Association: 
“We have received your telegram and 

have complied with your request. A tele- 

gram was sent to each of the persons 

named in your special dispatch.” 


Pacific Northwest Shce Retailers Ass’n: 
“Wires protesting shoe distribution 

under Federal Relief Administration nave 

been sent to officials designated in your 


San Diego Shoe Retailers Association: 


‘In reply to your telegram, the San Diego 
Shoe Retailers Association has passed the 
following Resolution: ‘This Association of 
sixty retail shoe dealers of San Diego, 
California, vigorously oppose the contem- 
plated plan of the distribution of shoes 
under the direction of the Federal Relief 
Administration, except through regularly 
established retail channels.’ ”’ 


Nashville Shoe Retailers Association: 


Letter to Washington: “Shoe retailers 
in this city feel that government inter- 
ference with private business, in this man- 
ner, will only retard a return to normal 
business and make it increasingly difficult 
for stores to continue to comply with the 
Retail Code as to hours and wages. The 
members of the Nashville Shoe Retailers 
Association are in sympathy with the 
efforts now being made for social and 
economic improvement, but they earnestly 
protest against any plan for distributing 
shoes that would so adversely affect retail 
business.’’ 


The Retail Shoe Dealers Ass’n 
of San Francisco, California: 


“In answer to your wire, the following 
message was sent to President Roosevelt: 
‘Information through the public press that 


Joun J. Hotpen, Manager National Shoe 


Retailers Association. 


Administration contemplates manufactur- 
ing shoes using leather tanned from hides 
of drought purchase cattle and distributing 
to unemployed is very disturbing to shoe 
dealers of San Francisco. We believe 
established facilities are ample to take 
care both of manufacturing and distribut- 
ing shoes for unemployed and relief 
agencies in this vicinity and presumably 
elsewhere have been getting extremely low 
prices on shoes needed for relief and prob- 
ably lower than the government could 
manufacture shoes. Irrespective of this, 
however, we deem it of great concern to 
see the government going constantly fur- 
ther into competition with private in- 
dustry from whom taxes for the mainte- 
nance of the government including all 
relief agencies must come. May we ask 
careful consideration before this policy is 
finally adopted.’ ”’ 


Kansas City Shoe Retailers Ass’n: 


“The Kansas City Shoe Retailers adopted 
resolution protesting against the distribu- 
tion of shoes under the direction of the 
Federal Relief Administration except 
Se regular established retail chan- 
nels.”’ 


Portland Chapter of the Pacific 
Northwest Shoe Retailers Association: 


“The following resolution was adopted 
unanimously at a chapter meeting, and 
was sent to Washington in accordance 
with your ‘WHERBAS, it has 
been proposed to have the Federal Surplus 
Relief Corporation arrange for the process- 
ing of the hides from drought cattle and 
the manufacture of shoes from the leather 
thus produced, be it RESOLVED by the 
Portland Chapter of the Pacific Northwest 
Shoe_ Retailers’ Association in regular 
monthly meeting assembled, that we pro- 
test against such action, as putting the 
government into the business of manufac- 
turing and distributing shoes, in competi- 


tion with manufacturers and retailers who 
now are struggling against adverse con- 
ditions in_the endeavor to promote re- 
covery. This would serious'y interfere 
with the legitimate efforts for business 
recovery by manufacturers and retailers 
and could be expected to have disastrous 
results.’ ’ 

Detroit Retail Shoe Dealers Association: 

“Be it resolved, that we, the members 
of the Detroit Retail Shoe Dealers As- 
sociation, do hereby protest against the 
proposed plan of the government to manu- 
facture and distribute shoes through 
governmental agencies as part of the 
government program to use the surplus of 
hides resulting from the drought. 

“The plan as reported in press releases 
proposed to distribute shoes, under the 
direction of the Federal Relief Adminis- 
tration. Any pan of shoe distribution to 
the consumer, ot'er than through the 
regular channels of the shoe industry 
already established, is most objectionable 
and considered unfair to the retail shoe 
dealers, and to the people employed by 
them in this city and nation.”’ 

“It is our belief that the manufacturing 
and distribution of shoes through gov- 
ernmental agencies will not decrease 
unemployment, but will increase unem- 
ployment within the ranks of leather 
manufacturers, shoe manufacturers, and 
shoe retailers, who depend upon _ these 
major industries for their livelihood. 

“We earnestly urge that the hides pur- 
chased by the government be held and 
released onlv as they can be absorbed in 
a normal way through the leather in- 
dustries.” ia 


Los Angeles Retail Shoe Recovery 
Association: 

“Whereas, the proposed plan for manu- 
facturing sixteen million pairs of shoes 
under government direction would affect 
Shee Retailers unless distribution were 
carried out through normal retail dis- 
tributing channels, and 
Whereas, the Shoe Retail Industry in 
America is established to carry out the 
normal distribution of footwear, and 
Whereas, any other method of distribu- 
tion will have a demoralizing effect on 
the Retail Shoe Industry, and 
Whereas, if the Government distributes 
shoes the solvency of many retailers will 
be affected and the orderly and regular 
channels of manufacturing and retailing 
of shoes will be demoralized, 

Therefore, be is resolved, that this As- 
sociation go on record as being unalter- 
ably opposed to such a plan.” 


"An Association Serving the Best Interests of the Shoe Retailer and the Industry in Its Entirety." 


| | 
| 
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Retailers Association 


Service Center For Retailers 


3022 Empire State Building, New York 


JOHN J. HOLDEN, Manager 


Your Association Battles 
Distribution of Relief Shoes 


HE National Shoe Retailers Association 

voiced immediate protest against the 

possibility of governmental manufacture 
and distribution of shoes. To get a national 
merchant authorization for this protest and 
a national reaction to this suggested gov- 
ernmental plan, the N.S.R.A. headquarters 
sent telegrams to all its affiliated associa- 
tions—the city, state and regional organiza- 
tions throughout the country. These tele- 
grams brought assistance from local and 
regional retailers associations everywhere. 
Action was felt in Washington from all 
parts of the. United States. 

The N.S.R.A. because it represents shoe 
retailers as a whole throughout the country 
is able to effect considerable pressure—the 
pressure of representative trade opinion— 
upon the political and economic policies 
that affect shoe retailing. 

It is the only organization that represents 
the retailer, big and little, from coast to 
coast. 

It is the only association that is able to 
bring concerted action to bear from any 
and all localities, because it represents not 
only the local retail merchant but also be- 
cause it represents, and is affiliated with 
city, town, state and regional retail asso- 
ciations. 


The voice of the National Shoe Retailers — 


Association has been heard at Washington! 
The Government has put off decision on the 
matter of shoe manufacture and distribu- 
tion. But we must not relax. We must 
not fail to take advantage of the impression 
that we have made and the national opinion 
we have created. Send in your protest, as 
an individual merchant to Washington. 

The Government has set aside the 
plan for the manufacture of shoes from 
“drought” hides, but this plan has only 
been “set aside.” Your association in order 
to insure the welfare of the retail merchant 
throughout the country will continue in its 
present attack on such economic policies 
as they portend the distribution of shoes 
by governmental relief agencies. 


Your association believes that no 
plan—not even a relief plan—should 
be allowed to interfere with the shoe 
merchant’s inalienable right to dis- 
tribu e his commodity free from effect 
and influence of governmental relief 
distribution policies. The Government 
should not, and shall not, interfere 
with business. It shall not disrupt 
normal channels of merchandising. 
That is the belief of the National Shoe 
Retailers Associa'ion and affiliated 
local and regional associations 
throughout the country. 


A Fundamental Association Policy 


CTION by trade associations should be based upon a careful analysis of each 
broad problem and the formulation of a plan to aid in solving that problem. 
This requires financial support. Inasmuch as a trade association is set fp to do 
these things which business cannot do independently, or which can be better and 
more economically done by cooperative effort, it is obvious that funds must be 
available to determine what should be done and how it should be done, even be- 
fore a program may be launched. In some cases very little expense may be 
involved, while other projects might justify considerable initial expense. 

Payments for dues should not be considered as contributions, nor as advertis- 
ing or good-will expenditures, but as essential, profitable, and justifiable expense 
of business. 

Sufficient funds should be available to permit representative organizations to 
determine the common problems that exist in the fields of production, distribution. 
personnel, finance, and administration, and to develop constructive programs on 
a trade-wide basis. 

Inasmuch as the association has a voluntary membership, the securing and 
maintaining of a representative membership require the financial and moral sup- 
port of the heads of concerns in the industry. While no effort should be made to 
maintain an organization for the sake of the organization itself, it is evident that 
the maintenance of organizations is essential to the conduct of appropriate activi- 
ties in relation to the industry and the public, and as such should be adequately 
supported by the industry at all times. 

The maintenance of a trade association should be considered a proper and 
essential item of expense, necessary to the efficient operation of business, which 
should be voluntarily assumed by all business concerns: Business concerns 
should recognize that the need of cooperative effort is likely to be greater under 
adverse than under normal business operations and that the trade association 
should be in a position to function effectively at all times. 


What Do They Wear? 


ONCLUSION of wearing habit study made by the New York Journal of 150 women 
in the high, upper-middle and low-middle price groups. The first part of this 
study appeared in the last issue of the Bulletin. 


What do you wear mostly? 


Do you have oan in obtaining smart styles in low or broad base heel? (167 
e 


stated they liked a lower heel but could not find it in a smart shoe other than an oxford 


or corrective type shoe.) 
Are you consistent in price you spend—for example, if you wear a $10 shoe—would 


you be willing to buy an inexpensive shoe because of style appeal—or if you usually buy 
an inexpensive shoe, do you now and then buy high priced shoes? 


Consistent as to price—never buying cheap shoe 
Consistent as to price—never buying expensive shoe 
Not consistent 


If women are sold definitely on a shoe, they will go to the store that sells that shoe 
when in quest of another shoe—but they’ are interested in shoes advertised; in style 
and color to match a costume; in savings, especially the woman who likes good shoes 
and feels she cannot afford to buy them regularly. 

How many pairs of shoes do you buy at a time? 

Only 79 out of the groups stated they purchased more than 1 pair at a time. 
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We assure you, however, that it is an 
absolutely true verbatim interview. To 
quote: 

“What are we shoemen in business 
for? To sell a lot of shoes for the manu- 
facturer or to serve our community by 
selling it good shoes, well fitted, at a 
legitimate net profit to ourselves? 

“I will never be a big fellow. I am 
happy in my town. I am making a 
fair profit and I am sure that the four 
people associated with me are well 
satisfied with their conditions. 

“Chains can make their profits on 
the discounts, but the small retailer 
must make his profit on his markup, 
day by day. 

“Our main line of shoes is sold in a 
great many stores for $8.50 a pair. 
These shoes cost on an average of $5.25, 
yet we price them from $9.00 to $9.60. 
Here is another shoe, a good, substan- 
tial men’s black grain oxford, made by 
one of the most reputable dealers in 
the country. This shoe costs me $4.35 
and we retail it at $8.60. This shoe has 
been in our line for two years now and 
during that period we have never had 
a complaint on price nor lost a. cus- 
tomer on account of the price. 

“Now to tell the story of another 
line. These shoes sold for $9.80. Then 
the depression came on and we had to 
get a longer profit, so marked them 
$10.00. A 25c. a pair boost from the 
factory caused the shoes to be marked 
$10.50. This store is a corporation, so 
when the state stuck on some extra 
taxes, the shoes went to $10.60. Along 


Signposts to Progress 
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came the NRA who said I had to have 
another clerk. Instead of hiring a 
cheap man, I put on one of the best 
shoemen I could get hold of. When 
he came to work for me on a Monday 
morning, I gave him a nice big black 
pencil and told him to go ahead and 
make his salary. ‘How?’ he asked. 
‘Mark up the price of every shoe in 
the house 10 cents a pair,’ was the 
answer. We sold just as many chil- 
dren’s shoes at $5.10 as we had at $5.00, 
and so on through the entire stock. 

“I believe that the individual shoe- 
man has got to save his own neck. His 
real competition is in his own mind and 
not in his store or in his prices. In 
other words, it is simply a mental con- 
dition. Our only chance of surviving 
is to make a profit. A store may lose 
a few sales by not having cheap shoes, 
but if it has consistently given real 
service and sold good quality shoes, 
customers will come back. 

“In 1932 this store operated at a loss 
of $5,000. In 19338, as a result of hav- 
ing enough guts to ask for decent 
profits, we operated at enough profit to 
more than wipe out the previous year’s 
loss. So far this year, net profits have 
showed a healthy increase over last 
year. There is money to had in re- 
tailing shoes if a man will have sense 
enough to take his just profit, not just 
a profit.” 

We expect to have other viewpoints, 
equally interesting, from more “Main 
Street” shoe men as we continue our 
journey westward. 


Installs Walk-Over Department 


New ORLEANS, La.—Walk-Over’s 
shoe store, established in New Orleans 
25 years ago, has been installed in 
Godchaux’s store, according to an an- 
nouncement by Harry Davis, manager. 
The entire personnel of Walk-Over is 
also at Godchaux’s, together with the 
regular personnel of Godchaux’s former 
shoe department. 

Walk-Over’s first New Orleans store 
was opened at 107 Baronne street 25 
years ago and was moved in 1915 to 
807 Canal street. It has been equipped 
now with the facilities and resources 
developed by Godchaux’s store, which 
has served its present environment 94 
years. 

The shoe department at Godchaux’s 
store has more than 400 styles of 
men’s, women’s and children’s shoes on 
display. In these styles a complete 
range of sizes is being carried. During 
the 25 years since Walk-Over shoes 
were placed on sale in New Orleans 
in their own store, more than 1,000,000 
pairs of Walk-Over shoes have been 
sold here. The facilities of Golchaux’s 
have been added to the service which 
Walk-Over’s has given to the public 
of New Orleans. 


Pawtucket Store Moves 


Pawtucket, R. I.—The Lynn & 
Brockton Shoe Co. has moved from 222 
to 192 Main Street, where they have 
a more modern store. The business 
was formerly owned by Michael Yaffe 
and about two years ago was taken 
over by other interests although Mr. 
Yaffe continued as manager until a few 
months ago. At that time Mr. Yaffe 
became associated with a shoe chain 
at Cleveland, Ohio. 


New Akron Store 


AKRON, 0.—Two veteran Akron shoe 
experts, Gus Yeck and R. D. Patrick 
have opened a new store of their own, 
the Foot Care Boot Shop. Yeck who 
was for 32 years with one Akron shoe 
store is president of the new firm and 
Patrick, who has been in the Akron 
shoe field for almost two decades is 
secretary. 

Women’s shoes only will be handled 
by the new store, which has display 
windows both on Mill street and in the 
First Central Arcade. Foot Saver and 
Dr. W. W. Locke models will be han- 
oo priced $9 to $10.50 
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Celebrates First Anniversary 


OMAHA, NEB.—The first anniversary 
of the Berland’s Shoe Store, 314 South 
Sixteenth Street, is being observed this 
coming week. M. Klein is manager. 

“The amazing success with which we 
have met,” said Mr. Klein, “and the re- 
ceptive response of feminine Omaha to 
our merchandise prove very gratifying 
to us. With our anniversary celebra- 
tion we are ushering in the new Fall 
modes, not only in footgear, but bags 
and hosiery. Outstanding in this year’s 
shoe features is the use of gabardine 
in shoes and its use for bags to match. 
High riding types in both oxfords and 
step-ins also are being shown.” 

Recently, due to its success with the 
lines it had been handling, the store 
added a new line of shoes known as the 
“Style Worth.” “Predominating in 
colors for Fall are blues, blacks, brown 
and greens,” said Mr. Klein. The 
hosiery and bag department at the store 
is in charge of Miss Nathan, fashionist, 
who states that the Fall season is tend- 
ing toward a more harmonious blend in 
shoes and their two complementary ac- 
cessories. 


Selling the University Crowd 


[CONTINUED FROM PAGE 19] 


tractive punching. The correct shoe 
for spectator sports or, in fact, almost 
any leisure costume that the college 
man will wear. 

An interesting development, in the 
upper left hand corner, is the brogue 
in boarded calf. Note the refined cus- 
tom effect. This shoe was developed to 
give added comfort and yet retain the 
smartness of a custom shoe. 

In the center is the plain brown calf 
oxford, always a favorite with the man 
who desires a simple, smart shoe. It 
is a very fine fitting shoe, molding 
beautifully te the foot. 

In the upper right is illustrated the 
increasingly popular blucher. Here is 
a highly individualized shoe, comfort- 
able to walk in and thoroughly smart 
with the heavier types of woolens. 
This shoe is most important for the 
college trade. 

Lower right—a good, staple Nor- 
wegian wing tip~oxford with medium 
toe—an exceptionally good fitting last 
of a line priced slightly lower than the 
others in this group. 

All these models, with the exception 
of the cordovan and buck sold well in 
black. 

Here is a display that can be easily 
adapted to practically any shoe re- 
tailer’s needs. It is dramatic and effec- 
tive and will be an added incentive to- 
ward selling the college men of the 
country the shoes they will need for 
their various activities. 

It is well to bear in mind that this 
display should be kept simple and that 
the shoes should be kept carefully 
treed, for as Mr. Knox stated, once a 
customer has felt merchandise it is 
quite an easy matter to sell him. 
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AN IMPORTANT CONTRIBUTION 
TO IMPROVED SHOEMAKING 


[A] The Saddle Insole has become an important feature 
in the construction of several makes of arch support shoes. 


[8] The use of the “Down to the Wood” principle in last 
design has contributed materially to the effectiveness of 

y this feature. The last is grooved so that the insole saddle 
fits perfectly into the recessed section of the last. 


[¢] By the use of this method the saddle fits closer and 
more snugly to the foot and gives added support. Unless 
this method is used the saddle has to be skived so thin 
in order to preserve the lines of the last that it is of no 


Look for this stamp practical value in the shoe. 


on all shoes made 
on “Down To The 
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Face Value, 


Many others have kept right on main- 
taining their standards, but wearing 
the shoes longer than formerly with 
the addition of a few extra taps. Habit 
has been formed. Many incomes are 
practically restored and a grading up 
of standard is possible, but a habit of 
unconsciousness of the feet has crept 
in. The times have brought about an 
indifference. The trade continues to 
buy because of newly formed habits. 
As responsible parties we can break 
this habit. Our gross will be materially 
larger. A large and outstanding oper- 
ator in Philadelphia, using the super- 
lative grade merchandise, told me re- 
cently, while speaking of his monthly 
gains, that “business is much better 
than sentiment.” This will bear an- 
alysis for purposes of grading up 
quality and markup. Another retailer, 
not in New York City, told me that he 
was nearly 15 per cent ahead of last 
year. He was in the black last year 
and his average price was much higher 
than last year due to demand and sales 
for the superlative grade shoes, that 
is, the $15 class. As a matter of fact, 
his sales on $13.50 and $16.50 merchan- 
dise were a revelation. 

I know the quotation of such retail 
prices scares some of us. Take it home 
to yourself in relation to your own 
personal purchases. What have you 
done with your own standards for suits 
—hats—shirts—neckwear—and hose? 
As a group, we are a faint shadow. 
How many hundreds of thousands are 
there no worse off than we, who can- 
tinue to appreciate and evaluate the 
things from which we get pleasure. Our 
daily financial news is showing many 
concerns catching up on their cumula- 
tive preferred. Maybe my Philadelphia 
friend is right when he says business 
is better than sentiment. 

Suppose we accepted this premise 
that business is better than sentiment. 


Will it change our line of thought? Will © 


we go on doing things unconsciously by 
habit, or shake ourselves from the Rip 
Van Winkle lethargy and look to the 
mountain tops? I am reminded of the 
old Irish policeman who saw some siz- 
able grapefruit for the first time and 
remarked, “And sure, it wouldn’t take 
many of them to make a dozen.” Isn’t 
that what we need, a grading up of 
our merchandise to a price range that 
will permit us a gross profit to the 
extent that “it won’t take many of them 
to make a dozen”? 

A successful operator told me the 
other day— 

“Our sales psychology is wrong. We 
have not heretofore tried to break down 
price resistance. We just coasted and 
gave the customers what we thought 
they wanted, with the consequence that 
we put in lines of men’s shoes to sell 
at prices that put us almost in competi- 
tion with the cheapest chains. We were 


[CONTINUED FROM PAGE 17] 


just fearful and wanted the sale at 
any price. Our markup was lowered to 
meet what we thought was popular de- 
mand. We failed to analyze our cus- 
tomers. We made the mistake of pre- 
judging them. The men on the floor 
trotted out the shoe that had “price 
appeal” and frequently made it neces- 
sary for the customer to ask for “some- 
thing better.” As executives, we al- 
lowed price to stampede us. Our men 
contracted the attitude from us, be- 
cause of the cheap lines we put in that 
we never carried before. We did some- 
thing we never dreamed would ever 
happen in this house, which has taken 
the ups and downs for nearly fifty 
years. We sold price, and hoped for an 
even break. 

“We observed four other houses in 
our city of equally long standing and 
reputation for the ultra in footwear. 
Overcome with fear, they adopted a 
very drastic price selling policy, long 
before we did. They passed out of the 
picture. To be sure, we became pan- 
icky. But then we woke up and real- 
ized the money being spent at hockey 
games, baseball games, and particularly 
the race tracks, especially the one in 
Rhode Island that showed attendances 
from 40,000 to 53,000, betting from 
$600,000 to $750,000 in a single day. 
All this convinced us that the approach 
we were using was all wrong. If they 
have the money for pleasure, they must 
have it for essentials, particularly that 
phase of it that pertains to feet and 
health, We have proven our case, 
namely, we were right in our decision 
to grade up and mark up to the stand- 
ards on which the success of our house 
was built.” 

As I continue on this subject of grad- 
ing up, I am not unmindful of inven- 
tory, gross profit and turnover. Nor 
am I unmindful of the theory and prac- 
tice of a short profit on a long volume 
and a long profit on a short volume. 

Unless you are a dealer who indi- 
vidualizes his numbers, by designing 
and detailing his own shoes, thereby 
having same made to your own specifi- 
cations, your inventory problem is not 
such a difficult one. The shoes are not 
on your shelves—they are in the manu- 
facturers’ in-stock department. You 
don’t carry the load because these shoes 
are available to you in any quantity of 
sizes, small or large, within a very 
short time from the receipt of the 
order. You do not find it necessary to 
anticipate very far ahead, as you did 
when such in-stock shoes were not 
available. Therefore, with the setup as 
it is, it seems plausible for one to start 
from scratch and grade up very grad- 
ually, but effectively. 

Coupled with inventory is turnover. 
Unless you plunge, you cannot get hurt 
very badly, by pulling your sizes from 
the manufacturers’ in-stock depart- 
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or Actual Quality Built-In? 


ment. Anything that does not move is 
expensive. If the Englishman is right 
about our next boom, it may be well 
for us to change our habits of thought 
and create some atmosphere in the com- 
parative and superlative at a very early 
date. It will be one step out of the 
chain store class. 

Let us finally clinch that phase of 
our business with a few words about 
gross profit. Let us assume the follow- 
ing, we pay $3 for $5 retailers, $4.50 
for $7.50 retailers, $6 for $10 retailers, 
$7.25 for $12.50 retailers. 

The gross pyramids quite rapidly. 
Is there not sufficient temptation there 
to arouse us from one long sleep to 
build “atmosphere” and profits? 

I am not so sure that I have handled 
this subject, Men’s Quality Footwear, 
as Mr. Holden anticipated. It would 
have been too selfish to have confined 
myself to that with which I am so 
closely identified. 

Summarily, however, speaking of the 
superlative and the ultra superlative 
grades, regardless of present standards 
of purchases, we admire their beauty 
and quality and secretly wish to handle 
them. Why? They stand out not only 
as new shoes but mostly as old shoes. 
The best tribute I can pay to men’s 
shoes of ultimate quality is that “time 
reveals the difference.” They are com- 
fortable new shoes, stylish old shoes, 
shoes that are new a long time, but 
always old friends. 

Our successful American retail shoe 
business was built by your father and 
mine on quality, and they didn’t back 
away from any craftsman in the 
world, so let’s stand up in our quality 
shoes and bring back the character of 
the business that has been handed down 
to us through the generations. 


Leases Atlanta Store 


ATLANTA, GA.—The W. L. Douglas 
Shoe Company has leased the store, 83 
Peachtree Street, N.E., for a period of 
years at an aggregate rental of 
$30,000. The store, which has a front- 
age of 14% feet and a depth of 100 
feet, is being completely remodeled for 
the shoe company. A new store front 
is being constructed and complete new 
fixtures are to be installed, it is stated. 


New Orlando Store 


ORLANDO, FLA.—George Silverstein, 
owner and manager of the Fifth Ave- 
nue Shoe Store, has opened a new one- 
price store featuring only women’s 
footwear. The new business will be 
known as George’s Smart Shoes and 
is located at 119% S. Orange Avenue. 
George Knox, an experienced shoe sales- 
man, will be in charge. 
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Window Background Ideas 


[CONTINUED FROM PAGE 25] 


This week we show a sketch of a 
football background that seems par- 
ticularly well adapted to the needs of 
a store making its appeal to this local 
high school patronage, but which can 
easily be adapted with some slight 
changes in the artist’s sketch, to any 
sort of a football shoe display. Among 
the other background sketches shown 
this week, all of which were drawn by 
an artist of wide experience in the win- 
dow displays field, are two Fall back- 
grounds of general appeal, one of which 
is especially suitable to evening foot- 
wear, and also an original idea for a 
men’s shoe window. 

Last week we stressed the impor- 

tance of a good idea as the starting 
point for every effective shoe window. 
You will note that these sketches are 
typical idea windows. They have what 
the display man calls the “spot,” some 
central feature designed to get the at- 
tention of the prospective customer. 
People are interested in merchandise, 
they are interested in shoes, but the 
streets are filled with shop windows, 
all containing merchandise and many 
of them containing shoes, just as inter- 
esting and attractive as your own. 
Your problem, therefore, is to put 
something in your window that will 
make them stop and look, something 
that will make your window interest- 
ing above and beyond the other win- 
dows in your neighborhood. If you can 
do this you will have established that 
initial contact which you can hope 
eventually to translate into an actual 
sale at the fitting stool. 

In some of our issues of last Spring, 
we called our readers’ attention to the 
new decorative trend in window dis- 
play called Neo-Classic. Since then 
there has been an extensive acceptance 
of this style, and the shoe store that 
wants to impress the community with 
its up-to-dateness can do so by putting 
in a window done in this treatment. 
As a service to you, we picture this 
week a simple window in this style. 


The plain background has a large 2 


central panel, simulating a window with 
cut-out wallboard cornice in white with 
gold stars. The panel can be covered 
with yellow Jumbo corrugated paper 
with the corrugations running hori- 
zontal. An even better material to use 
for this is accordion-pleated cardboard 
because it looks like Venetian shades. 
Another treatment would be to pleat a 
lightweight cloth or crepe paper in 
vertical effect instead of horizontal. 
Drape heavy white roping or pillow 
cords from under the cornice to the 
left side of the window panel. The 
risers of steps are decorated with 
smaller yellow cord or rope in garland 
drapes, the platform at the left having 
the riser decorated with the gold stars. 
You will find in a near-by department 
store or gift shop, lamps with shades 
done in the Neo-Classic style. Borrow 
dne and place it on a round pedestal 
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on the left-hand platform. 


hen she complains, 


“| like this shoe 
but it’s not 


comfortable” 


that’s the 


/ 


to 
B 


PAT. OFF. 


The world’s smoothest shoe salesman 


Or course, it’s the one shoe in stock that’s won her fancy. 
You know the shoe is fitted right. But callouses and met- 


atarsal trouble are causing pain. She blames the shoes —not 
her feet— and a walk-out results. 


A vast percentage of such walk-outs can be eliminated if 
your salesmen will adroitly ““T. O.” (turnover) to Trimfoot. 


Trimfoot, the dainty device that relieves the torture of met- 
atarsal pains and callouses, saves so many sales because it 


proves instantly to customers that the trouble is not with 
your shoes but with their feet. 


YIELDS TWO PROFITS 


List Price 
Dozen Pairs 


Retail Price $100 


Pair 


Yes, Trimfoot yields two profits. 
As an accessory, Trimfoot pro- 
vides a 100% mark-up. And— 
most important — every time 
Trimfoot saves a sale it is in real- 
ity yielding the profit mark-up on 
that pair of shoes. 

Any intelligent salesman can fit 
Trimfoot in a few seconds. Sim- 
ply try it in the shoe to check 
exact position of the metatarsal 
... then pull off paper protecting 
the adhesive .. . and apply. Once 
inserted, it sticks in position for 
the life of the shoe. 


Remember: Slip in Trimfoot—and save the sale! 


Prove its value. Order a few trial 
irs now! Write today for the Free 
klet, “Here’s How.” 


WIZARD COMPANY 
ST.LOUIS, MO. 


WALSALL, ENG. 


| 


“How nice 


they look inside!” 


Successful retailers know 
that the inside as well as the 
outside of a shoe must be neat 


and trim in appearance. 


Du Pont Pontan Quarter Lining, 
because of its uniformity and 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is Furnished in white, gray, fawn 


and other appealing colors. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 


SATURDAY, OCTOBER 6, 


What's Doing In the Shoe World 


1934 


Shoe Club of New York Announce 
Benevolent Purpose 


NEw YorRK—The Shoe Club of New 
York, in a meeting Sept. 25 at the Ho- 
tel McAlpin, had as invited guests lead- 
ing retailers from all over the country, 
present in New’ York for the styles con- 
ference. 

Everit B. Terhune, publisher of the 
BooT AND SHOE RECORDER, was toast- 
master of this, the largest meeting of 
the Shoe Club, and evolved a new 
technique of interspersing trade speak- 
ers and courses of the dinner. By this 
means, the president of the National 
Shoe Retailers Association, M. A. Mit- 
telman; former president, A. H. Geut- 
ing, and N. S. R. A. manager, John‘J. 
Holden, addressed the gathering. 

The principal speaker of the evening 
was Harry Hirshfield, the renowned 
radio commentator and humorist. His 
serious message was that ‘America 
would never ‘go red’ when it had thou- 
sands and tens of thousands of meet- 
ings of business men and citizens 
gathering together to talk things over. 
He paid a debt of gratitude to trade 
association, Rotary and Kiwanis Clubs 
and the meetings of men and women 
everywhere in this broad country. No 
where else in the world is there an 


equivalent. These many meetings serve 
as forms of public opinion and the 
common denominator of all is Amer- 
icauism. Democracy will be made safe 
by the ground work of these gather- 
ings.” 

A radio star, Charles Cantor, who 
introduced himself as “once a shoe dog, 
always a shoe dog” and whose back- 
ground of experience was in shoe re- 
tailing, entertained with stories and a 
promise to come again to future meet- 
ings of the club. 

The serious note of the evening was 
the address by Joe Greenberg, recently 
promoted to the managership of nine 
departments of Gimbel Brothers. Mr. 
Greenberg pointed out that the Shoe 
Club was more than social. Its useful 
purpose was benevolent. To that end 
a general meeting, dance and entertain- 
ment will be held Armistice night and 
the Shoe Club contemplates starting a 
fund of $5,000 for benevolent and 
fraternal purposes. Barney B. Kim- 
less, chairman of the entertainment 
committee, indicated that financing was 
up to the half-way point, with every 
expectation of exceeding that amount. 


Styles in Tread 


Lynn, Mass.—Colella & Leighton 
are bringing out some new styles in 
treads, and for the better display there- 
of they have built in their sample room 
an elevated sidewalk on which the mod- 
els walk to show how the shoes tread 
along the street. 

These new styles in treads are 
brought about through changes in con- 
tours of lasts, as well as in shoemak- 
ing. Mr. Colella does not content him- 
self with the detail of short back lasts, 
but proceeds to revise tread lines from 
heel to toe. 

“You see,” he says, “we’ve come to a 
point in styling where it is desirable 
to change styles in treads, to get away 
from fixed forms, or shapes. It’s the 
new art in shoemaking. So we’re using 
lasts of new contours, and we have, 
he added, a few new ideas in lasting 
and stitching shoes to shape.” 


New Pattern Firm . 


HAVERHILL, Mass.—Edward W. Rob- 
erts and William H. Sears have re- 
cently formed a new company called 
“Roberts & Sears”, a firm which will be 
devoted to the designing and manufac- 
turing of shoe patterns. Edward W. 
Roberts has been associated with 
Brown and Hutchison for the past 14 
years. He is considered an outstanding 
exponent of shoe styling and combines 
with this a practical knowledge of 
pattern making. 

William H. Sears was for 24 years a 
member of the firm of Bourque and 
Sears, most of which time has been 
devoted to the actual supervision of 
shoe pattern manufacturing. Mr. Sears 
brings to the new firm technical knowl- 
edge accumulated from his long ex- 
perience in this line of business. 

This new unit is regarded a valuable 
addition to the industry. 


Christy Leaves 
Brockton Co-operative 


BROCKTON, Mass.—Charles Christy, 
who recently became general superin- 
tendent of the Brockton Co-operative 
Boot and Shoe Co., has resigned to de- 
vote his entire time to the production 
of the Vita-Flex shoe which he 1e- 
cently created, with headquarters at 
Worcester, Mass. Mr. Christy is well 
known in the shoe field, having been 
with the Peck Shoe Company of Wor- 
cester for many years, and more re- 
cently with, the Curtis Shoe Co., prior 
to his connection with the Brockton 
plant. No successor has as yet been 
named by the directors of the company. 


Reopens Shoe Department 


New HAvEN, CONN. — Browning, 
King & Co., 1070 Chapel Street, re- 
cently organized as a Connecticut 
corporation, is reopening its shoe de- 
partment in the rear of the clothing 
store, according to J. J. Houlihan, vice- 
president and manager. Mr. Houlihan 
said that the company had not decided 
what lines of men’s shoes would be 
carried, but that a decision would be 
reached soon. 

The new corporation, which has paid- 
in capital of $10,000, lists its officers 
as David R. Berman, president; Mr. 
Houlihan, vice-president; Abraham N. 
Rubin, secretary-treasurer, and Her- 
man Levine, a director with the officers. 
The store is located opposite some of 
the main Yale buildings. 


DATES TO REMEMBER 


National Shoe Retailers Association An- 
nual Convention (city to be announced 
Jan. 6, 7, 8, 9, 1935 

National Seasonal Opening, National 
Boot and Shoe Manufacturers Asso- 
ciation, St. Louis, Mo.....Jan. 7, 8, 9, 1935 

Northwestern Shoe Retailers Regional 
Association Annual Meeting, Hotel 
Radisson, Minneapolis, Minn., 

Jan. 13, 14, 15, 1935 

Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
Jan. 20, 21, 22, 1935 

Middle Atlantic Shoe Retailers Associa- 
tion (city to be announced later), 

Jan. 21, 22, 23, 1935 
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eSmartly Styled 
Popularly Priced 
-Completely Stocked 


Riding Boots 
Of Character 


O'Donnell's still pursue 
the same policy — THE 
BEST QUALITY OBTAIN- 
ABLE FOR THE MONEY 
IN EVERY PAIR OF 
BOOTS—that successfully 
marked their pioneering 
efforts for more popular 
priced boots. Aristocrats 
were then and still are the 
Monarch of them all. 


Aristocrats are 
carried on the 
floor 
Sizes and widths 


for 

Men 
Women 

and 
Children 


See our entire line 


Drop us a line and we will 
ladly have our representa- 
ive call to show you our 

complete line, or let us send 

you our instock catalog. 


O'Donnell Shoe Co. 


St. Paul - - Minnesota 
New York Office: 531 Marbridge Bldg. 
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Headers In a Program of Expansion 


According to C. Sherwood Smith of 
the Sherwood Shoe Company, Ro- 
chester, N. Y., Sherwood will now place 
greater emphasis on the manufacture 
of ladies welt shoes in addition to the 
manufacture of their present lines. In 
following out this program of expan- 
sion George R. Vollman, formerly 
president of the Vollman Lawrence 
Shoe Company of Cincinnati and H. J. 
Nicholl, formerly of Florsheim and I. 
Miller, will be associated with the 
Sherwood Shoe Company. Mr. Vollman 


and Mr. Nicholl are very well known 
in the shoe trade. They are both known 
as outstanding, experienced shoe men. 
Although they have becéme associated 
with Sherwood Shoe Company funda- 
mentally to sell shoes, they will in- 
fluence the styling of the line. 

Mr. Vollman and Mr. Nicholl will 
travel the large cities from Washing- 
ton, D. C. to Denver. 

Mr. George Burrows will remain in 
New York as Eastern Sales Director 
and will cover the large cities. 


Speaking of Xmas... 


PROVIDENCE, R. I.—That the ap- 
proaching holiday season will be a good 
gift period for the shoe stores is pre- 
dicted by local shoe retailers, many of 
whom expect such sales to go ahead of 


last year’s sales. 


George E. Peirce, Jr., Thos. F. 
Peirce & Son, looks for his biggest 
volume in hosiery, but expects that 
slippers, ties, handbags and such will 
be good sellers also. 

Frank A. Lamphier, manager of the 
shoe department of the David Harley 
Co., Pawtucket, looks for a much better 
slipper season than last. Last year’s 
slipper business, he reports, was done 
late in the season, being crammed into 
about four days’ business. This year 
he looks for a more gradual sales period, 
starting around Nov. 10 as usual. In- 
cidentally, this department does a year 
round business in slippers because they 
are always displayed well and featured 
by the salesmen. 

William J. Runcie, manager of 
Bailey’s Shoe Store, looks for a good 
Christmas business in shoes, which he 
finds are given in increasing numbers 
during any depression period. He also 
looks for a good slipper and rubber 
business for that season. 

“The popularity of various items of 
merchandise varies with various sea- 
sons,” explains Harold Ballou, F. E. 
Ballou & Co. “There are seasons when 
people give more slippers than others 
which makes the gift market one of 
constant changeability. It seems pos- 
sible to expect good demand for slip- 


pers. We usually also feature ties ex- 
tensively with good results. During 
some seasons we have done well with 
scarfs, but the trend at present would 
indicate that these would not be so 
popular as in past seasons. But any of 
these predictions are based upon future 
trends.” 


Origin of Napa 


NaPA, CaLir.—H. H. Sawyer, presi- 
dent of the Sawyer Tanning Co., says 
that napa leather got its name from 
this town, where Emanuel Manasse be- 
gan tanning sheep and buck leather, 
using a process that he had learned 
from his father in Germany. That was 
back in 1871. Since, napa leather has 
spread round the world. Some call it 
nappa leather. 


Fall Prospects 


Des Iowa—Prospects for 
Fall business are now exceptionally 
good, with strides being made daily over 
last season, according to W. P. William- 
son, manager of Crandall’s and Enna 
Jettick here. Suedes are now leading in 
demand, surpassing fabrics in spite of 
a unified promotion of the latter on 
the part of the local shoe dealers. 

If October holds up as well as Sep- 
tember, dealers in Des Moines will feel 
considerably encouraged. Last year, 
there was a slump in October, but every 
effort is being made to prevent its oc- 
currence. Browns are still selling heav- 
ily, but black maintains its unfailing 
popularity. 
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ANY a woman has paused at a shoe 
store window “just to look” . . . has 


in 


seen smart evening sandals alluringly dis- 
played on Fairy Twinkle Toes . . . and has 


gone in to buy! 


That’s because Fairy Twinkle Toes showed 
her how charming the sandals would look 
on her own feet and she couldn’t resist. 
Fairy Twinkle Toes dress up a whole win- 
dow, and do an expensive-looking job eco- 
nomically. If you aren’t letting them work 
for you, there’s business going by your 


store that belongs inside. 


Select Fairy Twinkle Toes in black for 


pastel footwear, Fairy Twinkle Toes in 


flesh for darker shades. 
for Fall! 


And order now 


'SHOE FORM Co. 


AUBURN, N. Y. 


Licensed Manufacturing Branches 

United Last Co., Ltd., Montreal, Que. 
Northampton, England 
Frankfort, Germany 


Paris, France 
Melbourne, Australia 


Popular Style 


PAWTUCKET, R. I.—Of a large group 
of women’s style shoes featured this 
season by the David Harley Co., one 
style—a black suede with patent 
trim—is outstanding in its popularity. 
This shoe, according to Frank A. Lam- 
phier, has been a tremendous seller. It 
has perforations which add to its effec- 
tiveness. 

That people are demanding better 
footwear is shown in Mr. Lamphier’s 
report that many former patrons of 
their less expensive department on an 
upper floor are now coming to their 
regular, street floor section. While the 
upper section features shoes at $4, the 
regular department features shoes from 
$6 to $8.50, which shows a marked in- 
crease in the price these particular 
patrons are buying. 

Mr. Lamphier finds suede combina- 
tions with patent and kid trimmings 
the best seller; now, although he pre- 
_ dicts the popularity of all suedes later 
in the season. He also believes high- 
riding styles will become more popular 
somewhat later. 


Durable Shoe Co. Incorporates 


CENTRAL FALLS, R. I.—The Durable 
Shoe Co., Inc., has been incorporated 
to locate here and to engage in the shoe 
manufacturing business. It is headed 
by John R. Pikov, Katherine Gliniak, 
Joseph Janas, of this city. 


Exhibits at World's Fair 


Cuicaco, ILu.—The Brown Shoe Co. 
exhibit in the General Exhibits Build- 
ing at the World’s Fair are using two 
Arian X-Ray Shoe Fitting machines 
and up to the end of last week had x- 
rayed 80,000 pairs of feet, making a 
complete record of each person x-rayed, 
name, address and foot condition. 


Novel Promotion 


HARTFORD, W1S.—Donell’s Brownbilt 
Shoe Store recently co-operated with a 
number of other merchants in promot- 
ing a “Lucky Baby Club.” Sixteen 
merchants entered the club. Each gave 
a small prize to the first baby born dur- 
ing a certain month. Copy which the 
Donell store used in its advertisement 
on this event was very apt. It read: 

“Ten Little Toes—Two Little Feet— 
It is our sincere wish that you accept 
with our compliments a pair of shoes 
for the new baby. Baby’s shoes are 
always a treasured gift, and you’ll be 
sure they are fitted right—never worry 
about shoes when they are from us.” 

The event created a great deal of in- 
terest in this Wisconsin city and all the 
firms which participated secured con- 
siderable free publicity on the event. 
The progress of the contest and the final 
award was reported by the local news- 
paper which helped promote the event. 


Stroup-Tucker Move 


INDIANAPOLIS, IND.—The Stroup- 
Tucker Shoe Company, distributors of 
special fitting footwear, have moved 
their salesrooms to the second floor of 
the K. of P. building, Massachusetts 
avenue at Pennsylvania street. The 
new quarters are fitted with the latest 
equipment and furnishings to care for 
all foot ills. The institution is one of 
the largest of its kind in the Middle 
West, and increased business compelled 
the company to seek larger quarters. 
More room on the street floor was not 
available, and the concern was forced 
to take larger quarters on the second 
floor at the same location. 


Attacks "Free" Advice 
on Foot Health 


Hartrorp, CoNnN.—Offers of “free” 
advice on foot health problems and the 
sale of home treatment methods are 
attacked by the Hartford Better Busi- 
ness Bureau in a newspaper advertise- 
ment published September 10. Con- 
sumers are urged to “insist upon sci- 
entific skill .. . when you want walk- 
ing comfort.” Declaring that accept- 
ance of gratis advice or cheap home 
treatments often causes serious results 
and heavy expense, the bureau sug- 
gests that foot troubles be taken up 
with licensed chiropodists. 
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Black Calf R203 


Full run of widths and 
sizes from AA to D. 
Catalog on request. 


COMPANY 


RACINE 


TO RETAIL AT $5.00 


Dark Brown Calf 


Union Members everywhere demand Union-Made 
merchandise. Capitalize on this additional business 
in your town. Increased business will result. And, this 
finely made AUTHENTIC AMERICAN SHOE will 
build up your business with loyal satisfied customers, 
for each shoe is fashioned from fine, sturdy Ameri- 
can materials by expert Union Craftsmen. 


wisconsin 
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R204 


Theo. DeWitt Says— 


Rates from — $2.50 Single — $4.00 Double 


After 
October Ist 


W 


In To.epo It’s 
THE NEW 


HOTEL SECOR 
Completely Renovized 
and Re-equipped 
POPULAR PRICED 
Coffee Shop 
AND 
Parisian 


Cocktail Bar 


Obituary 


Rodrigue Villeneuve 


MONTREAL, QuE.— Rodrigue Ville- 
neuve, shoemaker, father of His Emi- 
nence Cardinal Villeneuve, died at the 
Hospital de la Misericorde, Dorchester 
street east. He had been ill for some 
time and his Eminence left the Jacques 
Cartier celebration fetes at Gaspe to 
come to Montreal a few weeks ago to 
visit the bedside of his father. Last 
night he came again from Quebec and 
arrived at the bedside half an hour 
before his father’s death. 

Mr. Villeneuve was born in St. Es- 
prit, Quebec, but came to Montreal 
when he was two years old. He retired 
from business six years ago. 

In addition to Cardinal Rodrigue 
Villeneuve, Mr. Villeneuve is survived 
by his wife, nee Marie Louise Lalonde, 
and one other son, Odille, Rev. Brother 
Liguori, and one daughter, Mrs. Ernest 
Goulet. 

Mr. Villeneuve, who worked at his 
trade during most of his life, has always 
lived on Papineau avenue, in Montreal, 
and it was at this address that the boy 
who was destined to become the greatest 
prince of the Roman Catholic Church 
in Canada was born. 


Beatrice Jess 


New York, N. Y.—Word has only 
now been received that Beatrice Jess, 
28 year old daughter of Mr. and Mrs. 
Albert Jess, had been killed in an au- 
tomobile accident in Hartford on July 
28. To Albert Jess—shoe buyer for the 
Wise-Smith Co.—and his wife, we offer 
our sincere sympathy. 


S. Vester Wise 


MONTGOMERY, ALA.—F uneral services 
for S. Vester Wise, 35, one of the best 
known shoe men in the State of Ala- 
bama, were held at Memory Chapel, 
Monday, Sept. 24, with burial in Oak- 
wood Cemetery. He was a member of 
the firm Britt-Wise Shoe Company and 
died following a heart attack at his 
home. 

He was a native of Coffee County 
and started in the shoe game there by 
clerking. From his home town he came 
to Montgomery and for a time was 
with the Walk Over store. Then he 
was transferred to Mobile but did not 
like the town and returned to Mont- 
gomery four years ago, establishing the 
Britt-Wise Company with A. H. Britt. 

Surviving are the widow, his mother, 
Mrs. Annie Wise, of Crestview, Fla.; 


four brothers, J. H., Union Springs;: 


D. J., J. R. and W. M. Wise, Mont- 
gomery; four sisters, Mrs. C. P. Lee, 


Montgomery; Mrs. W. Gatten, Crest- 
view; Mrs. Bob Gatten, DeFuniak 
Springs, Fla., and Mrs. J. H. Scoggins, 


Miami. 


Semi-Annual Sale 


BALTIMORE, Mp.—More than 1900 
pairs of men’s new Fall shoes, repre- 
senting values up to $15, are being 
featured in the 79th Hess Sample Sale 
of men’s fine shoes. This is a semi- 
annual event at Hess, prominent ex- 
clusive shoe merchants of Baltimore, 
in which advance Fall and Winter 
styles are offered at $6.35. The large 
variety offered includes genuine im- 
ported Scotch grains, black and brown 
shoes, wing and straight tips; also 
high shoes, golf and sport footwear. 

The Hess’ semi-annual sample sales 
of men’s shoes, one at the beginning of 
the Spring season and the other in 
early Fall, have always been signal 
successes and the event this Fall prom- 
ises to be equally successful. 


Gregg With Rackham 


Detroit, MicH.—Merle Gregg, for- 
merly manager of the Cantilever Shoe 
Store at Minneapolis for nine years, 
has joined the organization of Stuart 
J. Rackham, Inc., being placed in the 
women’s shoe department. He is also 
handling promotion for the store. 
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¢ In Choosing Your 
New York Hotel 


REMEMBER THESE 
SPECIAL FEATURES 
of the NEW EDISON 


e@ Sun - Ray Health Lamps 

© New York’s Newest Hotel 

© In the Heart of Times Square 

© Five Minutes to 50 Theatres 

© 1000 Rooms e@ 1000 Baths 
© 1000 Radios 


Extra - Large - Sized Rooms 
Many Windows — Large Closets 


e Extremely moderate rates— 
Single from $2.50 day 
Double “” $4.00 ” 


47 ST. JUST WEST OF B'WAY 
yo R K ® 


HOTEL 


EF W 
JOHN HORGAN 


gundy Kid. 


NEWBURYPORT MASS 


NERS SLIPPERS 


the product of specialization 


‘Either of the above styles ready for imme- 
diate delivery in Tan, Black, Blue and Bur- 


DANVERS SHOE 


About People 


Atlanta Visitors 


Among the manufacturers’ repre- 
sentatives recently in Atlanta calling 
on the local shoe trade have been 
George Aftel, with the Sam D. Wolf 
and Sons Company, Cincinnati, Ohio; 
Hugh McLary, with the Johnson- 
Stephens Shoe Company, St. Louis, 
Mo.; Mr. Andrews, with the J. Y. 
Grover Shoe Company, Boston, Mass., 
and George Goldsmith, with the I. Mil- 
ler Shoe Company, Long Island City, 
N. Y. All report that they are hav- 
ing a very satisfactory Fall business 
this year. 


Victor White Manager 


Kansas City, Mo.—Victor H. White 
is manager of the Nettleton Shop, 
which opened at 933 Walnut Street, 
Sept. 22. The formal opening of this 
store will be Sept. 29. Announcement 
of this will be made in newspaper ad- 
vertisements the evening of the 28th. 

Mr. White was formerly manager of 
the Florsheim Shoe Store Company at 
1009 Main Street when that store was 
opened and for several years afterward. 
Previous to that he was in the shoe 
department of Woolf Brothers. 

C. L. Castle, assistant manager of 
the Nettleton Shop, was formerly man- 
ager of the Nunn-Bush Shoe Store, Inc., 
10th and Walnut Streets. 


Earl Managers Transferred 


Detroit—Clyde Coates, former man- 
ager of the Majestic Building store 
for Earl’s Smart Shoes, operated by 
Earl Gregg, has been transferred to 
take over management of the Eaton 
Tower store. Larry Silver, who has 
been general manager of the two stores, 
is taking over personal management 
of the Majestic Building store, while 
Arthur Cohen, manager of the Eaton 
Tower store, has resigned, and is un- 
derstood to be making a connection 
with another Detroit store. 


Jeffrey Goes to Providence 


PROVIDENCE, R. I.—Ernest L. Jeffrey, 
for nine years manager of a W. L. 
Douglas Shoe Store at Dover, N. H., 
has become manager of that firm’s 
local store, taking the place of How- 
ard V. Foley who has become asso- 
ciated with the new men’s shoe depart- 
ment at the Callender, McAuslan & 
Troup Co. as salesman. 


Gottlieb, New Manager 


BROOKLYN, N. Y.—Martin Gottlieb, 
formerly with Julius Grossman and 
Arch-Aid, is managing the new Red 
Cross shoe store at 1320 Kings High- 
way. The store is owned by Harry 
Stadler, who is also owner of the 
Benjamin shoe store located on Pitkin 
Avenue. Red Cross shoes are sold ex- 
clusively. 


Made Manager 


OmaAHA, NeB.—G. N. Olson has been 
made the manager of the Lambert Shoe 
Stores, Inc., located at 312 South 18th 
Street. Mr. Olson had been associated 
with the Lambert Shoe Store in Chicago 
for five years. He has a thorough 
knowledge of foot fitting. The first day 
Mr. Olson took over the management 
of this store one pair of silk hosiery 
was given with every pair of women’s 
shoes purchased. 


Sullivan With Geuting's 


Mr. Fred Sullivan, formerly of San 
Antonio, Texas, has been appointed Ad- 
vertising Manager of Geuting’s Shoe 
Stores. 


Running for Office 

Detroit, MicH.— Herman R. Lau, 
well-known west side Detroit shoeman, 
is running for election as Wayne 
County Treasurer. Lou has formerly 
held this office, returning to the retail 
shoe business after his retirement two 
years ago. Lau was formerly with the 
Pingree and Smith Shoe Company, 
manufacturers, here. 


Visits Markets 

ORLANDO, FLA.—Morris L. Baker, op- 
erator of Baker Brothers Shoe Store, 
15 W. Church Street, is in Boston and 
other shoe markets selecting his line 
of Fall footwear. 


IN STOCK 

$4-75 


Men's and Women's 
Slippers 


The nationally known traveling slipper - 
NOW AVAILABLE. 

in Celanese Moire—in Black, Maroon, 

Dark Blue, Powder Blue, Forest Green 

and Scarlet. They will increase your 

sales. Order a run of sizes. Price— 

with envelope case 


SWAN SHOE CO., Inc. 


Manufacturers 


2201 Aisquith St., Baltimore, Maryland 


EVANS’ SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
77 Styles in Stock A 


Send for Catalog 


L. B. EVANS’ 
Wakefield, Mass. 


A 
A 
A 
A 
A 


QUICK PROFIT ITEM 


SIMPLEX SHOE TREES 
SELF ADJUSTING 
ntle 


RETAILER 


Simplex 


SHOE TREE CO. 


P. C. Bowling in Charge 


CuIcaGo, ILL.—Since the sickness and 
death of A. Sachs, women’s shoe buyer 
at the Boston Store, P. C. Bowling, Mr. 
Sachs’ former assistant, is now acting 
as manager of the department. 
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Men's Department ‘Adds Space 


CHicaGo, ILt.—The men’s shoe de- 
partment at Maurice L. Rothschild’s 
has, due to its steady increase in busi- 
ness, been forced to increase the seat- 
ing capacity twice since April, 1934. 
Thirty-six chairs are now in use, with 
Buyer E. R. Degge planning to add a 
fourth row of seats in the near future. 

This department has been selling 
men’s shoes for the past 45 years. Mr. 
Degge has been buyer for the past 18 
years. During that entire period good 
shoes have always been sold. Prices 
have never been pounded, as only ad- 
vertised brands are carried in the en- 
tire store. 

Previous to April of this year, lines 


carried covered the field in prices from 
$6 to $12.50, with established prices 
of $6, $9, $10 and $12.50. The two top 
lines have been carried for many years, 
while the $6 grade was added about 
three years ago. 

Even though the management felt 
that they were well covered, a new line 
of feature shoes was added last April. 
This line proved a success from the 
start, as 99 per cent of the sales of 
these shoes represented new business. 
Business in the other grades did not 
fall off at all, so that the 25 per cent 
increase in business now being enjoyed 
was not done at the expense of the 
established lines. 


Florida Booster 


CHICAGO, ILL.— Harold Lyons, for- 
merly in the shoe manufacturing busi- 
ness in Neenah, Wis., when “Daddy 
Duke” boys’ shoes were being made, 
came to Chicago for the fair, and now 
being a Florida fruit grower is bub- 
bling with enthusiasm over the way in 
which that state is staging a great 
comeback. 


10th Anniversary for Miami Store 


MIAMI, FLA.—The Lorraine Bootery, 
headquarters for fine footwear for 
children, is celebrating its tenth anni- 
versary. The business has been housed 
in three different shops in Lorraine Ar- 
cade, each move being made in order 
to secure more floor space. 

An X-ray fitting machine has been 
installed for the benefit of the small 
customers. The season leads to white, 
fully 75 per cent of all business, accord- 
ing to Miss Dorothy, being for white 
sport and dress shoes. About 20 per 
cent of sales run to brown sports with 
the remaining five divided between 
black and blue. 

A unique display of dainty socks oc- 
cupies a window. On a line stretched 
its entire length the socks are pinned 
with minature clothes pins. . 

About Nov. 1 the branch bootery will 
be opened in Fairyland on Miami 
Beach. 


Allen Rothschild at Leather Show 


Among those in attendance at the 
G. Levor & Co., Inc., booth at the offi- 
cial opening of Spring Leathers, New 
York, Sept. 24-25, was Allen Roths- 
child, eldest son of Samuel Rothschild, 
president of the company. This marks 
Allen’s first appearance at the show 
following several years’ study of tan- 
ning in various European centers of 
leather manufacturing. He is now 
making his headquarters at the Glov- 
ersville tannery. 


Furtek Appointed Manager 


JAMESTOWN, N. Y.—Walter Furtek, 
formerly manager of the Thom McAn 
store in Auburn has been appointed 
manager of the new unit opened by the 
company at 15 West Third Street. 
Among the out-of-town executives here 
for the formal opening was Lester 
Moskowitz, district sales supervisor. 
The Thom McAn chain now has 30 
units in upstate New York and 570 
stores throughout the country. 


To Start Business 


BurFaLo, N. Y.—Carl P. Sickler, 
formerly with K. W. Watters, Inc., 
Main and Chippewa Street, soon will 
open a shoe store at 305 Main Street. 
He is featuring Nunn-Bush shoes in 
his preliminary advertising. 
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You will like the 
atmosphere and 
convenient loca- 
tion of the 


HOTEL VICTORIA 


7th Avenue at 5Ist 


NEW YORK 


1000 ROOMS .. . AND WHAT ROOMS 
THEY ARE, BRIGHT AND AIRY. EACH 
WITH PRIVATE BATH AND RADIO 
$2.50, $3, $3.50 Single 
Roy Moulton, Executive Vice-President & General Manager 


1328 BROADWAY 


Shop the Mar- 
bridge Building — 
Headquarters for 
Value and Style 


Under one roof the showrooms 
of the shoe industry’s leading man- 
ufacturers ... easily accessible to 
retailers and buyers, who, in one 
visit, may learn all that is new and 
smart in the shoe world. 

The coming season’s outstanding 
shoe styles are on display now at 
the Shoe Buying Centre in New 
. the crossroads of the 


York. . 
. the Marbridge Building. 


trade... 


Come and see them before you buy! 


YORK 


Jumps Out of His Shoes 


Detroit, MicH.—William Posey lit- 
erally proved the old story about being 
so frightened he jumped out of his 
shoes this week. He found another man 
attempting to get into his car, and ac- 
costed him. The bandit drew a knife, 
and Posey left his shoes behind and 
started running. The assailant, pos- 
sibly under influence of alcohol, picked 
up the shoes and sliced them to pieces 
with his knife. He was sentenced to 
thirty days in jail. 


Leather Display on Boardwalk 


ATLANTIC City, N. J.—Skins from 
the Benz Kid Company, Lynn, Mass., 
treated with Grasselli chemicals, were 
the subject of a recent display at the 
Du Pont Exhibit on the Boardwalk in 
Atlantic City. 

One group, shown in black, Marine 
blue, women’s dark Madrid, women’s 
light Madrid, and men’s Madrid, are 
used in making slippers for men’s and 
women’s shoes. 

A second group, in fawn, battleship, 
parchment, white, grey, pastel blue, 
and pastel orchid, are for linings for 
men’s and women’s shoes and slippers; 
while a third group is composed of 
skins used for men’s and women’s slip- 
pers only. These colors include Bur- 
gundy, light blue, dark blue, light and 
dark red, green and rosewood. ~ 


Scanlan Made Manager 
PORTLAND, OrRE.—W. H. Scanlan, Jr., 


who has been manager of the Fashion - 


Bootery at Seattle, has recently as- 
sumed management of the Fashion 
Bootery at 411 S. W. Morrison Street, 
this city, where extensive remodeling 
and improvements have been made. The 
store has a handsome facade of red 
marble and chromium, and a host of 
decorative and fixture improvements 
within. 


Fall Fiesta 


TacoMA, WasH. — A paradise for 
window shoppers and Fall footwear 
prospects was the spectacular Fall 
Opening staged the other evening by a 
large group of shoe dealers and other 
merchants in this city. Citizens of all 
ages feasted their eyes on the color- 
ful displays of the Broadway and 
Pacific Avenue merchants who ful- 
filled their promise of an unveiling of 
windows without parallel or precedent. 
Bombs and bands and a gala festive 
spirit marked the evening’s entertain- 
ment which drew thousands of Taco- 
mans before the scintillating shoe dis- 
plays. All the many shoe windows 
participating in the unveiling were 
decorated with charm and distinction, 
through the aid of illuminating effects 
and flowers. 


Finds Trade Receptive 


PHILADELPHIA, PA.—AI Katz, who is 
representing Craddock Terry Company 
here, with office and headquarters in 
the Forrest Building, 119 S. Fourth 
Street, says that the outlook for the 
present season is excellent and the 
trade is in a receptive frame of mind. 
Mr. Katz handles all Craddock Terry 
lines, with the exception of the Billiken 
and Bob Smart products. 


Miami's Newest 


MiaMI, Fia.— Miami’s newest shoe 
shop is the Empire Bootery at 233 N. 
Miami Avenue. Footwear for ladies 
and misses will be offered at popular 
prices covering a three-unit range. 


City Plans Shoe Plant 


DETROIT, MicH.—Definite plans for a 
new shoe production plant owned by the 
city were made by Mayor Frank Cou- 
zens this week, following protest of 
retail shoemen over the FERA plans. 
Couzens proposed to lease a factory and 
install a tannery. Whether shoes would 
be made from the hides directly in De- 
troit was not determined, but exchange 
of the finished hides for shoes from the 
Government was planned for. Couzens 
envisages the idea as a permanent plan, 
with ultimate employment of 400 work- 
men in the factory. 


Bowling Shoes 


BOWLING SHOES 


Combination Sole 
Right Foot 
Rubber Sole 

ibber Heel 


ences MFG. 
Swanson & Ritner Sts., Philadel: 


Riding Boots 


A LINE 
STOCK AND ood 
/ 


Riding, Cowboy ond Lece Boots yy 
H. J. JUSTIN SONS ONS. Ine. 


Dancing Shoes and Taps 


TAP SLIPPERS 


ALUMINUM TAPS 
Black One Strap $1.60 
Kid Ribbon Tie 1, 4 
Patent § One Strap $1.7 
Leather ? Ribbon Tie 1. 3 


SHOE 
. CO. 


Ritner Sts., 
Philadelphia 


TAP 
DANCE 
SHOES 


CALF 
PAT. LEATHER 
Misses’ 
$1.55 . A-B-C 11% -2 
145° 


28 Goodhue St., Salem, Mass. 


Modernizes Building 


LAKELAND, FLA.— Workmen 
busily remodeling a prominent building 
to suit the needs of the Butler Shoe 
Company of Miami. The company 
plans to open for business some time 
late in October. 
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A Display of Distinction 


Cut-out letters from wallboard and 
finished in colors to harmonize with 
the display itself are featured in this 
attractive window display of Heywood 
footwear for men used by The Klein- 
hans Co. of Buffalo to focus consumer 
attention upon its line of Fall and 


Winter shoes at $8.50 and $10. The 
cellophane-faced corrugated paper in 
the center background gives a moderne 
touch to the display but is not of suffi- 
cient importance to detract from the 
merchandise which occupies a foremost 
position in the window. 


Trade 


Literature 


Tale of a Lumberjack 


The Teeple Shoe Co., of Waupun, 
Wis., has issued an interesting little 
folder on its line of Paul Bunyan, Jr., 
lumberjack boots. Paul Bunyan was a 
legendary figure of the great North 
Woods, a giant among lumberjacks, and 
this little folder tells all about him in 
a way that will be interesting to every 
boy. It is intended for consumer dis- 
tribution by merchants selling the John 
Bunyan, Jr., line. 


Tells Story of Fall Line 


Marshall, Meadows & Stewart, Inc., 
of Auburn, N. Y., have issued an at- 
tractive new catalog illustrating and 
describing their Fall and Winter lines 
of Marshalaise shoes for women with 
the special feature known as Styel heel. 

This catalog is of special interest 
because it aims, not merely to give the 
information commonly found in shoe 


' eatalogs, but to tell the story of the 


line in a way that will make its par- 
ticular merits readily understandable 
to every merchant who reads it. A 
striking feature is a two-page photo- 
graph, showing samples of all of the 
styles comprising the Marshaise line 
grouped together. 


Fall Catalogs Received 


Boot AND SHOE RECORDER acknowl- 
edges with appreciation the receipt of 
interesting and attractive new Fall 
catalogs from the following: 

J. Edwards & Co., Philadelphia, Pa., 
children’s shoes. 

Dolgeville Slipper Company, Inc., 
Dolgeville, N. Y., “Snug-Lers” slippers. 

Charles A. Eaton Shoe Co., Brock- 
ton, Mass., the Crawford shoe for men. 

M. N. Arnold Shoe Co., South Wey- 


mouth, Mass., Arnold Authentics golf 
and sport shoes. 

E. P. Reed & Co., Rochester, N. Y., 
Elfin and Varsity Girl shoes. 

The Menihan Company, Rochester, 
N. Y., Ped-Ease shoes, a new line for 
women. 

The Excelsior Shoe Co., Portsmouth, 
Ohio., Betty Ann’s Stylish Shoes for 
Growing Girls. 


Store 
Changes 


McElwain Store Opens 


TacoMA, WASH. — The McElwain 
Shoe Store made its debut as the latest 
retail shoe outlet in this city, with 
bright new quarters in the Fidelity 
Building. Under the captaincy of 
Thomas McElwain it will be the only 
Tacoma agency for Florsheim’s, han- 
dling also its Freeman’s shoes in the 
lower price brackets. M. B. Wise, with 
the Florsheim Shoe Co. in Chicago, 
looked over last-minute details regard- 
ing introduction of his new men’s and 
women’s lines here just prior to the 
formal opening. -McElwain has oper- 
ated shoe stores in Twin Falls, Idaho, 
for more than 14 years. He first be- 
came acquainted with the shoe trade 
when he was an apprentice for a shoe- 
maker in Ireland as a lad. Owen 
Buchanan is assistant manager, and 
Tommy Vaughn, a member of the Mc- 
Elwain staff. 


Open Repair Department 


Kansas City, Mo. — Montgomery 
Ward & Company have opened a shoe 
repair department at their plant at St. 
John and Belmont avenues. The open- 
ing was announced in a large display 
advertisement in the daily papers. As 
an opening special shoes of any size, 
men’s, women’s or children’s, were half- 
soled for 39 cents, while you wait. 
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1934 


IN STOCK 
IMMEDIATE DELIVERY 


REDUCED 


MEN’S ENGLISH BOOTS 
formerly $16.50 


PER PAIR 


WOMEN’S 
CHILDREN’S 


MEN’S 


WRITE FOR 
COMPLETE 
CATALOG 10-6 


1239 Broadway, N.Y.C. 
New York 


America’s Fastest Selling 


BOOTS 


COLT - CROMWELL CO., Inc. 


911 So. Los Angeles St. 
Los Angeles, Cal. 


hotel comfort. . 


HOTEL 


B. & O. Buses Stop at Door 
Opposite Pennsylvania Station 


Stop ata NE WHotel! 


Twenty-nine stories of NEWNESS! NEW hotel advantages. . . 


NEW 


« NEW hotel service-courtesies— yours at Hotel 
Governor Clinton. 1200 spacious outside rooms with bath, radio, 
specially designed beds, Servidor, circulating ice water and 
every other luxurious feature of a NEW hotel. Rates that 
mean genuine economy, from $3 daily for one— 
only $1 more for two. ***Four restaurants, most 
reasonable prices, marvelous food, 


delightful surroundings. 


pers ay 


GOVERNOR CLINTON 


Tth Avenue at 31st Street 
New York City 


C. W. RAMSEY, Jr., Manager 


Official Forecast on Men’s Shoes 


[CONTINUED FROM PAGE 82] 


skin, combined with white, would also 
change the appearance of the ordinary 
sport shoe. Of course, it must be real- 
ized, that these ideas are presented 
only as possibilities and that merchants 
must consider the temperament of the 
consumers in his locality, if he is to 
“take a chance on the third.” 

Perforated or ventilated types, after 
a fair 1934 season, should be stronger 
than ever in the Summer of 1935, with 
broader treatment and more general 
usage. Your committee felt confident 
that the majority of men, who wore 
perforated shoes last Summer and 
found them completely comfortable, 
will want new types for the warm 
weather of next season. Perforated 
shoes offer innumerable opportunities 
for great variety. 

The above observation was also made 
in connection with lighter weight shoes 
of all descriptions. 

ForMAL. It is possible that the 
patent leather evening shoe and pump 
will grow in popularity during the 
coming Spring and Summer because of 
the desire of the consumer to dress with 
more care, and bécatise women’s fash- 
ions are richer than ever before and 
demand that masculine styles be cor- 
rect for formal occasions. 

It was pointed out that in better 
grades, bow pumps can be sold for two 


purposes—for formal wear or for 
leisure usage about the house. 

Cotors. The leather colors for the 
Spring and Summer seasons are of a 
special lustre and richness in the brown 
shades. “Bourbon” retains its wide 
popularity and will probably dominate 
the brown family in all finishes of 
leathers. It is suitable, also, in com- 
bination with white. “London Brown” 
should be the secondary factor and 
should appear in smooth leathers and 
certain textured grains and in service 
calf. It satisfies the need for a darker 
neutral brown. “Mexitan” is a ruddy, 
aboriginal leather color which should 
be adapted to smooth and textured 
leathers for country wear, and also 
might be widely used as a trimming on 
white. The new shade, “Turf Brown,” 
because of its richness and depth, 
should be widely accepted. 

In the field of colors, variety should 
also enter as a watchword, but your 
committee urges caution in the ap- 
proach to greys. Nevertheless, a pos- 
sibility for a logical variety is evident 
in the development of “Heather Grey,” 
a masculine shade, to complement the 
light and dark grey and contrast with 
brown shades in sport togs. Also, 
“Duna Grey” affords an opportunity for 
combination with “Heather Grey” and 
with black. 


“Hempcord” and “Sanwood” are 
more or less neutral shades which can 
be used in combination of two-tone 
shoes to produce striking effects. 

Your committee urges that all re- 
tailers use the color names presented 
above, in order to make men more con- 
scious of color in shoes during the 
coming Spring and Summer seasons. 
The simultaneous presentation of these 
names by all retailers should have a 
marked effect. 

The meeting of your N. S. R. A. 
Men’s Committee was marked not only 
by enthusiasm for variety in style, 
color and construction in footwear, but 
also by an assurance from all mem- 
bers that the Spring and Summer of 
1935 should offer the most fertile field 
encountered in years for splendid con- 
sumer response to a variety of new 
shoe ideas. 


Safir Leases Store 


BurraLo, N. Y. — Max Safir has 
leased the store at 630 Main Street for 
a 5-year period for a retail shoe shop 
featuring the corrective footwear of 
the Dr. M. W. Locke Shoe Co. For 
several years Mr. Safir has been located 
on the second floor of the Genesee build- 
ing and West Genesee and Main 
Streets. He will move to the new loca- 
tion early in October. The new store 
has a frontage of 15 feet in Main Street 
and is 50 feet deep. A new window dis- 
play frontage is being installed. 


PER PAIR 
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Women's Shoes 


KUSH-IN-EZE 


HAND TURNED 


FOOTWEAR 
IN STOCK Vv 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 


HANNAHSON’S 
Evening Sandals 


to sell at popular prices are the 
most outstanding in the country. 
We carry a large stock of popular 
sandal patterns made of genuine 
silver kid and in combinations of 
silver kid and fabrics. 

We make a specialty of white 
fabric sandals and pumps that 
can be dyed successfully. 

Send for our in-stock bulletin. 

Large floor stock always at your 
service. 


Hannahson’s Shoe 
Company 
Haverhill - - Massachusetts 


Page-Lamerson Moves 


LANSING, MicH.—Page - Lamerson, 
Inc., have just moved six doors north 
to a room which they have remodeled 
into a very fine shoe store. The move 
gives them considerably larger quar- 
ters which they need to accommodate 
their increased business for their 
Brown Bilt line of shoes. A new front 
of black glass set off by chromium is 
most effective. 
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Suedes Until Christmas in Chicago 


Biggest Suede Year in History, According to Buyers 
in Loop Stores—Rough Surface Leathers Sell 


By HARRY R. TERHUNE 


Field Editor, Boot and Shoe Recorder 


CuicaGco, ILt.— Chicago is selling 
suedes—many suedes. The $1.95 shoe 
departments mass solid displays of 
them. And the exclusive shops do like- 
wise. The consensus of opinion indi- 
cates that this condition will last until 
overshoe time. 

There are only two colors in suede 
of any real sales importance, black and 
dark brown. As long as the demand 
for suedes is so universal, buying sifts 
down to where the women are purchas- 
ing price merchandise in the chains and 
high quality in the stores featuritig 
these grades. The fact that suedes are 
being sold at $1.95 does not prejudice 
the women against paying $14.50 for 
suedes in top grades. 

A check-up of State Street depart- 
ment stores on what is selling shows 
the following high-lights: 

Mandel Brothers—In the popular 
priced field, fabrics are still moving, 
‘but there is a question as to how long 
they will be good. Suedes are selling 
in all grades and smart women still 
consider the opera pump an important 
shoe. Braided suedes are selling in 
both the corrective and dress types. 
According to Buyer Frank Proper, this 
season will go down as the greatest 
suede season in history. 

Carson, Pirie, Scott & Co.—One, two 
and three eyelet ties in suedes all the 
way through. Trebark has become very 
good. Seal is exceptionally good in 
unlined shoes. Many women who gen- 
erally wear black kid at this time of 
year are now buying suedes and fancy 
leathers. Fabrics are only fair, but 
will continue to sell as long as suedes 
do. 

In the window this store is showing 
an interesting collection of outstanding 
new styles for home, street and dress, 
priced at $6.50, 7.50 and $8.75. 

Charles A. Stevens and Co.—Brown 
suedes are not running according to 
late season predictions. Black suedes 
in ties, oxfords and straps, with a 
little stitching and trimming, are show- 
ing action at $14.50. There are prac- 
tically no calls for green or gray 
suedes, with the business confined to 
black and dark brown. Last year 
suedes sold up to Christmas and the 
indications are that they will this year. 

Marshall Field & Company—Fabrics 
are easing up considerably even 
though suede sales are holding up as 
anticipated. Rough leathers are good 
and will continue to sell through the 
Winter. Lots of welts have been sold 
this season. Patterns are very much 
diversified. Real high ties are not cell- 
ing in volume, while strip pumps and 
bows are good. One and two eyelets 
ties are selling to the younger women. 
The middle aged women are buying ox- 


fords, but not many of the higher cut 
patterns. Front straps are good. 

The Fair Store—Suedes account for 
the volume of selling, but in two colors 
only, black and brown. Fabrics are 
still selling but are fast on the way 
out, according to Buyer S. Katz. Every- 
thing is good in patterns but straps. 

Maurice L. Rothschild—In this store 
75 per cent of the sales are suedes. At 
the beginning of the season the ma- 
jority sold were brown and now it is 
black. As this store sells lots of wools 
and knit goods suits, the brown suede 
lends itself to this type of material. 
Rough leathers, Trebark especially, are 
increasing in activity and will continue 
to do so well into January. A strong 
tendency is noted toward lower heels. 
High gore pumps and step-ins are very 
good in turns. The basement depart- 
ment is doing very well on $2.95 and 
$3.95 fabrics, but few are sold up- 
stairs. 

The Davis Store—Suedes are getting 
the real play right now, with oxfords 
very strong. A few step-ins are being 
sold but the high riding patterns have 
the call. Plain kid oxfords, except on 
staples, are not showing any action, 
because customers are calling for the 
rough leathers. Trebark looks like an 
all-Winter shoe as it can be worn suc- 
cessfully under overshoes. 

The Hub is featuring dark brown 
and black suede operas in ties and ox- 
fords from one to six eyelets at prices 
from $8.50 to $12.50. 


Popular Oxford 


BALTIMORE, Mp.—Considerable inter- 
est has been evidenced in the tieless 
oxford, featured by the shoe shop of 
Hochschild, Kohn & Co., department 
store. It is offered in two styles and 
two leathers, suede and mandrucca 
calf, two heels, cuban and spectator 
sports, and in two colors, brown and 
black, each with punched design. The 
price is $8.50. The “zipper” feature is 
expected to prove a valuable sales asset 
in movement of this type of footwear. 


Adds Cantilever Line 


New York, N. Y.—Orthopedic Shoes, 
Inc., announces that the Dr. Kahler 
Shoe Shop, at 36 West 47th Street, 
has recently added Cantilever Shoes 
to its line. For many years this store 
has carried and sold only the Dr. Kah- 
ler brand. The owners feel, however, 
that with the addition to the Cantilever 
line, they will be able to treat a 
greater variety of foot troubles, and 
thus enlarge the store’s foot comfort 
service. 
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Effective Orthopedic Window Display 


New York, N. Y.—An extremely in- 
teresting and effective window display 
is now being featured by Foot Health 
Headquarters at 29 W. Thirty-fifth 
Street. The background consists of a 
three part display on which shoes are 
placed. Various placards point out the 
built-in features. The center curved 
panel has three recesses, in each of 
which is a plaster cast of a different 
type of foot. Other casts of ailing 
feet are displayed prominently else- 
where in the window. 

With the men’s, women’s and chil- 
dren’s shoes in the foreground are the 


1934 


two fitting instruments known as the 
“Orthograph” and the “Orthometer.” 

Perhaps the two most interesting 
features of the display, however, are 
the two large reproductions of adver- 
tisements of the Metropolitan Life In- 
surance Company. These are entitled 
“Watch Your Arches” and “Toe 
Straight Ahead.” A line in each of 
these advertisements, “Shoes should 
have a straight inner line,” is under- 
lined and cennected by a red ribbon 
to that feature in a pair of shoes. The 
window is attracting much favorable 
attention. 


Elaborate New Store 


TAMPA, FLA.—Boyd’s Shoe Store, 
opening on Franklin Street, is one of 
the most elaborate footwear houses on 
Florida’s west coast. Seats for more 
than fifty customers have been pro- 
vided and these are upholstered in 
white leather, the fad of the hour. 

The front section of the store is de- 
voted to hosiery and bags. In specially 
designed show cases all colors and sizes 
of hosiery are kept in separate com- 
partments. The upper part is reserved 
for display and is illuminated from 
above. 

Wide aisles, a spacious lobby and 
other arrangements will enable the 
store to handle large crowds with 
ease. A system of ventilation pro- 
vides for a complete change of air 
every two minutes, which adds to the 
comfort of patrons. 


College Shoe Promotions 


Kansas City, Mo.—The opening of 
schools and colleges created a great 
deal of business for departments and 
stores catering to the young boys and 
girls. In the shoe department of 
Rothschild & Sons additional business 
was created by suggesting house slip- 
pers and dress shoes to the college 
boys. The response to the house slip- 
per idea was fully fifty per cent. 

The dress shoe idea did not go over 
quite so large as this, but it did bring 


results in many cases. Many of the 
students, of course, included dress 
shoes in their needs for the coming 
year. Much depended on the school 
or college selected. The young men 
enrolling at the state universities were 
less inclined to the formal shoes than 
thuse who were going to the smaller 
colleges. Rothschild’s carry a gun- 
metal shoe that may be worn for danc- 
ing. These were sold rather well, but 
the majority of the sales were of pat- 
ent leather shoes. 


To Cater to Collegians 


New Haven, ConN.—Harry Isaacs, 
head of Harry’s Shoe Store, Inc., 37 
Church Street, has opened a new men’s 
shoe store catering to the college trade 
at 260 York Street, under the trade 
name of Barrie, Ltd. The new store 
has an ornamental brick and stone 
front designed to harmonize with the 
color scheme of nearby Yale buildings. 

Foster L. Bentley, connected with 
Mr. Isaacs’ Church Street business for 
the past 10 years, is manager of Barrie, 
Ltd., which has just opened in advance 
of the college season. The store fea- 
tures the Fortmason line of imported 
English shoes, and a_ representative 
line of Florsheim footwear, as well as 
other well known shoe brands retailing 
at $7 and $8. The store’s price range is 
from $7 to $27.50. 


Children's Footwear 


MRS. DAY’S IDEAL BABY SHOES 


Infants’ Soft Soles...0-3 
Intermediates ....... 1-5 
Flexible Hard Soles. .2-8 
Send for In-Stock 
Catalog 


DAY'S IDEAL BABY 
Danvers, Mass. 


mrs. 
Leeust St. 


Spats 


MOST 


Gonotesent 


for samples and prices. fae 
The Williams Mfg. Co 
Portsmouth, Ohio. 


BOND 
STREET 


Shoe School Starts 


LYNN, MAss.—The Lynn Shoe School 
has started its new term for day 
classes with a full enrollment, and eve- 
ning classes will begin Oct. 15, regis- 
tration to start Oct. 1. 

Mrs. Florence M. Rogers is the new 
teacher of stitching. She passed ex- 
aminations as required by the State 
Board of Education as to practical 
skill in shoe stitching and qualifications 
as a teacher. 

It may be that some day shoe clerks 
will be required to pass examinations 
to test their skill in fitting and their 
qualifications in salesmanship. 


Eagle-Ottawa Placard 


Cuicaco, ILu.—Eagle-Ottawa Leather 
Co. get quite a bit of advertising from 
a large placard at the entrance of the 
beautiful auditorium in the Hall of 
States at “A Century of Progress” in- 
dicating that they supplied all of the 
marvelous upholstering leather used 
for the chairs, divans and other items 
of the modern furniture which makes 
this meeting place a gorgeous sight. 
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ONE WAY TO INCREASE 
YOUR VOLUME OF BUSINESS... USE 
RECORDER WINDOW DISPLAY CARDS 


PRICE TAGS AND ARROWS, WHICH EXPLAIN SHOE FEATURES 


Feature Pointers 


INFORMATIVE ARROWS point out visible and 
in-built values. They are gracefully and securely 
placed with the aid of adjustable Polly Clips. 


REVEAL the fine wearing qualities of your mer- 
chandise with PRECISE information through your 
windows. You can turn a window shopper into a 
’ sure customer by pointing out the quality fea- 
tures of your shoes. 


The ARROWS are available in two 
colors: corn with green border, or 
buff with green border. Choice of 
forty selling phrases, or blanks. 


12 dozen (printed or blank)..... $2.00 
SPECIAL: 
ONE GROSS ARROWS AND ONE GROSS Arrow Sales Messages, 
POLLY CLIPS...... @ ONLY $5.00 on request. 
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| SEPTEMBER 


Here are 
SOME NEW 


Party Sandals 


Design: tones of green and red- 
dish brown on autumn yellow 
board. 


Size: 8” x 14” 
COMPLETE TEXTS 


sent on request 
4 cards—Women’s Shoes 
2 cards—Men’s Shoes 
1 card—Children’s Shoes 
1 card—Hosiery 
6 cards—On Store Service, 
Fitting, Quality, Ete. 
Single Cards: 60¢ each 
Without Text: 35¢ each 


September price tick- 
et—same coloring as 
above show card. 


To non-show card sub- 
scribers at prices 
listed below. 


Size 114” x 2%" 


1545 


orange sunburst on Moon. Pale Blue 
silver board. Board Dark Blue ‘¢llew. 
Trees. Size 1%” x 2%” 


**O"’: Orange « 
“B”; Blue barwith “V”: Harvest Trim cn Bright 


corn-color board. 


Attractive Hand Lettered Price Tickets 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 
“J’°—Polly Clips for tickets: gross $2.25 
(adjustable—tilts at any angle) 1 gross $4.00 
“K”—Shoe Carton Tickets: 500 @ $1.25, 1000 @ $2.25 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 
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Annual Display Card Service 
Includes 


EXCLUSIVE FRANCHISE is given with annual card service 
to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre- 
ferred to blanks; harmonizing tickets with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 


HOLDERS 


Oval base — bur- 
nished gold— 
three color trim. 


These modernistic 
holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 


tures. 


Com(ortable, 


Merchants Service Dept. 
BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Il. 


Sede’ the Service You Wish— 
Maiti Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
12 display cards ... 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards... 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards ... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards... 2 holders... 
50 blank harmonizing price tickets 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 


Please enter our order for the Recorder “Selling 
Message,” beginning with September, for card service 
» for one year, consisting of 
holders (with the first month’s service), 

blank tickets each month—OR—......... 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $ per year, payable $ 
per month, For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 
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A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
WHET. . 
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WANT 


SALESMEN WANTED 


POSITION WANTED 


POSITION WANTED 


HOSIERY SALESMEN 


Old established hosiery concern is in need of 
experienced men for all parts of the country. 
Only men with a good following will be con- 
sidered. Applications, which 
experience, territory and give references, will 
be treated in confidence. 


ould describe 


Address D-873, care 
BOOT & SHOE RECORDER, 
239 West 39th Street, New York, N. Y 


7 © carry as a side line approximately eighteen 
In-Stock styles women’s Compo $5.00 grade, 
commission basis. Territory unrestricted. Ad- 
dress D-872, care Boot 
Federal St., Boston, Mass. 


& Shoe Recorder, 140 


South 


GALESMEN selling women’s shoes to carry 
side line of very attractive medium priced 


shoe bows, latest designs, prompt deliveries, ex- 
cellent - 


CAN YOU USE A PRODUCER? 


A seasoned executive, 12 years’ experience in handling all phases of adver- 
tising and merchandising for a national shoe advertiser, welcomes an interview 
to demonstrate his ability to develop and put across a merchandising and 
sales plan that requires practical experience and knowledge of the shoe field. 
Twelve years’ experience in the advertising department of a nationally known 
shoe concern, the last three in direct charge of advertising, has well qualified 
him to buy photographic art work, handle typography, engraving, window 
display, direct mail and newspaper copy, in addition to the creation of an 
entire sales campaign that has produced results. 
all departments of factory, including office and factory management, and 
employment and industrial relations. Married. Will go anywhere. Available 


right now. 


Address D-869, care Boot & Shoe Recorder, 140 Federal St., Boston, Mass. 


Thoroughly familiar with 


Rhode & Reichmann 254-6 


Third Street, Philadelphia, Pa. 


GALESMEN wanted for the State of Pennsyl- 
vania and New York State to sell a General 
line of shoes to retailers; reference and quali- 
fication necessary. Address D-874, care Boot 
& Shoe Recorder, 239 West 39th Street, New 


XPERT shoe fitter and salesman desires con- 

nection in men’s department. poe ag with 
Volt Bros. Co., Dallas, Texas, in men’s de 
ment for 9 years. 
grade shoe stores in West and Middle West. 
Al references as to business ability and honesty. 
Address D-870, care Boot & S 
West 39th Street, New York, N. Y. 


high 
Also several other high 


care Boot 
Street, New York, N. Y. 


RETAIL shoe man, age 36, married, 20 years’ 


York, N. Y 
experience as retail salesman, buyer, man- 
ager and window dressing. Will consider any 
will go anywhere. ighest references. - 
HELP WANTED dress D-876, care Boot & Shoe Recorder, 209 
South State Street, Chicago, Ill. 
ANTED: Foreman for lasting room on Turn 
shoes, using Rex system. State onleey ex- 
pected, age, experience, etc. Address D-875, BUSINESS OPPORTUNITY 


& Shoe Recorder, 239 West 39th 


FOR RENT 


SPLENDID retail shoe room. 
Zanesville, oe ea front and shelv- 


Best location, 


to ten thousand 
three hundred miles of Chicago. 
well recommended with some shoe experience. 
Address D-867, care Boot & Shoe 
239 West 39th Street, New York, N. Y. 


WANTED: Men with moderate capital to start 
in the shoe retail business in towns of three 


population within a radius of 
Must come 


ecorder, 


hoe Recorder, 239. 


SHOE man, 32, 15 years’ experience, desires 
| position, within 500 mile radius of New York 
City, as manager or buyer. Complete knowl- 
edge of popular priced women’s shoes. Address 
D-877, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


CAPABLE shoe salesman with 15 years’ suc- 
cessful experience selling men’s, women’s 
and children’s shoes, desires position in shoe 
or department store. A-1 references. Salary 
secondary to opportunity. Address D-879, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


LINE WANTED 


RESIDENT Salesman, experienced, desires 
popular priced line of ladies’ novelty foot- 
wear for the Carolinas. Reference and proven 
ability furnished. Address D-878, care Boot 

Shoe Recorder, 239 West 39th Street, New 


York, N. Y. 


Hunter, Zanesville, 


on 
ition. 
Breckiyn, 


basis; also consider any other 
Forgos, 1618 E. 10th St., 


ing: Low rent. 
i FOR LEASE 
ANTE NUSUAL  opportunity— Dallas, Texas, 
SHOE D EPT. W D U wealthiest city of South—best central shop- 
man shes rent epartment cup last ten years unit of medium pri 
HOE chain, now being reorganized and forced 


shoe 
to relinquish lease. For particulars write Frank- 
lin, 611 Linz Bldg., Dallas, Texas. 


N intelligent, industrigus salesman, now em 

ployed, present connection over five years. 
desires a line of women’s shoes for next season. 
Experienced and well known. Present territory 
New York, New Jersey, Connecticut. Only 
strong concerns, willing to furnish weekly draw. 
ing account, considered. No others need answer 
this. Address D-868, care Boot & Shoe Re. 
corder, 239 West 39th Street, New York, N. Y. 


The rate for 
Minimum 


$1.25. When a box number is desired twelve words should be adde 


word of the address should be counted. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


CLASSIFIED ADVERTISING RATES 


Classified advertising is payable in advance. 


& Advertisements for this page must be in our New York office on Friday of the week preceding publication. “2 


“Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
d. Minimum charge 


lassified advertisements the rate is 7 cents word. 
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MERCHANTS’ NEEDS 
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~ WANTED TO PURCHASE 


New York City. Resident sales- 
man with good connections and 
knowledge of market, desires 
strong line of popular priced 
shoes for volume buyers. Com- 
mission basis. Al references as 
to character and ability to pro- 
duce good results. 


Address D-880, care 
BOOT & SHOE RECORDER 
239 W. 39th St., New York, N. Y. 


Trade 
Literature 


Comprehensive Fall Catalog 


St. Louis, Mo.—Brown Shoe Com- 
pany has issued its Fall and Winter 
catalog of Brownbilt, Tread Straight, 
and Buster Brown shoes. It is a busi- 
ness-like, concise, straight-to-the-point 
book-full of meat, and without benefit 
of “gingerbread,” yet it succeeds in be- 
ing most attractive. The catalog il- 
lustrates the complete concentration 
line for men, women and children. 
There is a special insert illustrating a 
line of evening or hostess sandals and 
slippers, which types are now carried 
in stock due to their increased popular- 
ity. A description of the Brown Con- 
centration Plan (“many lines in one to 
avoid confusion, overlapping and added 
overhead of many unrelated lines”), 
and an explanation of the Brown Mer- 
chant’s Advertising Service, completes 
a thorough presentation. 


Tried to Steal Safe 


DetTroit—Robert Cleary, manager of 
the new east side store of the A. S. Beck 
Shoe Company, spent his Sunday in- 
specting the window of the main store 
on downtown Woodward Avenue, to the 
company’s profit, He saw two men tak- 
ing the safe right out of the store 
through the back door, and promptly 
reported it to police, saving the safe, 
although the burglars escaped. They 
had made their entry through a ventila- 
tor hole, 


Installs New Process 


BELOIT, Wis. — The Freeman Shoe 
Company has just finished installing a 
full Compo equipment with which they 
will make the new process Compo 
Welts. Salesmen will be out with sam- 
ples of these new shoes by Nov. 1, 
when the factory will be in production 
of Compo Welts for their Spring run. 
Freeman’s is the second factory in the 
country making shoes by this process. 
The Conrad Shoe Company pioneered 
in this field. 


New Improved 


Pouy, Cup 
for Price’ Tickets 
$4.00 $2.25 


If gross 
Tilts at any angle 
M.D. POLLINGER CO Holland Bidg., St. Louis Mo. 


CASH PAID 


FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 
No Quantity Too Large or Too Small 


MAX KALTER & CO., INC. 
501 BROADWAY NEW YORK CITY 


BUSINESS OPPORTUNITY 


Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful prac- 
tices in this new and dignified profession. 
Home Study urse, including working 
models and equipment, furnished at low cost. 
Easy terms. rite 

THE TECHNOPEDIC INSTITUTE 
140 Boylston St. Boston, Mass. 


HOTELS 


In New York.a hotel 
moderate in price 
convenient 


COLONIAL RESTAURANT 
@ Moderate in price...an ideal place to 
stay in New York. Single from $1.50. 
Double from $2.50. Weekly rates. 
m@ Convenient...in the center of the 
shopping district, one block from Fifth 
Avenue and Penn. Station. 
@ Good food...you’ll enjoy our meals 
prepared by women cooks...only fresh 
vegetables used...home baked pastry. 
@ We will gladly send you on request 
an illustrated descriptive booklet with 
a beautiful map of New York City. 


Hotel LM. WIESE 


Herald Square 


116 WEST 34th STREET - (Opposite Macy’s) 
NEW YORK 


Pratt Resigns From 
Wall Streeter 


NortH ADAMS, Mass. — Edward 
Pratt, well known production man, has 
resigned as superintendent of the Wall 
Streeter Shoe Company of this city. 
Mr. Pratt at one time was identified 
with the London Character Shoe Com- 
pany and the W. L. Douglas factory in 
Brockton. 


WE BUY 


lus Wholesale and Retail 
randed Shoes such as 


Stocks. 
Walk-Over, Florsheim, KEnna-Jettick, Vital- 
ity, Preserver, Queen Quality, Brs- 
tonians, Etc. 

IRVIN RUBIN 

“The House of Jobs” 


8® Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 


Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shees 
from menufacturers, jobbers er retailers. 


QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New 
Phone Worth 2-5877 and 5378 


Morris Yoskin Marries 


PHILADELPHIA, Pa. — Morris Yoskin, 
head of the juvenile division of Geut- 
ing’s of this city, and widely known 
in the shoe industry, was married on 
Thursday, Oct. 4, to Miss Blanche 
Claire Drill, also of Philadelphia. The 
wedding ceremony was a simple and 
quiet one, only the members of the re- 
spective families of the couple being in 
attendance. Immediately after the cere- 
mony Mr. and Mrs. Yoskin left on a 
short wedding journey. They anticipate 
returning by Oct. 15 and will take up 
their residence in Germantown. 


New Detroit Store 


DetTroIT—Mathes Shoe Company of 
St. Louis has recently opened a new 
downtown shoe store at 1420 Woodward 
Avenue. This is the first store of the 
company in Detroit, and is conducted 
under the name of Reel’s Smart Shoes. 
Ted Miller, formerly of Columbus, 
Ohio, is manager, and Ed Allen, for- 
merly of Toledo, is assistant. 

The store opened with a special in- 
troduction of the Town Talk line by 
giving away a small manicure set with 
each pair of shoes sold for one day, 
drawing considerably increased patron- 


age with this premium. Only women’s 
shoes are being handled in this store. 


New Basement Department 


Kansas City, Mo.—Rothschild’s new 
popular priced shoe department in the 
economy basement store will open about 
Oct. 1. Four new men will be added 
to the sales force. Keith Hemingway, 
manager of the shoe department, will 
also have charge of this new shop. 
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| Our Advertisers 
In This Issue 


Next Week 


PRESENT conditions in retailing place a 
premium on well thought out plans and 
policies, according to W. T. Gable, shoe 
buyer in the Marshall Field Store for Men, 
Chicago. Acting on this conviction Mr. 
Gable has developed a definite plan of 
action which is being consistently followed 
in his department. In an interesting inter- 
view with Harry R. Terhune, field editor of 
the RECORDER, he explains the highlights 
of his plan and how it works in practice. 
Retailers of men's shoes who are wondering 
what their next move should be will glean 
some helpful ideas from this article in next 
week's issue. 

Analyzing some of the important results 
of the recent style conference, Ruth Harring- 
ton will tell the trends in patterns for the 
coming season and show illustrations of 
some of the key patterns which are ex- 
pected to play a leading part in the Spring 
fashion picture. 


Published by BOOT anp SHOE 
RECORDER PUBLISHING CO. 
239 West 39TH Street, New York City 
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‘Che 
Nevins 


The coming spring season will be a long one, for 
Easter falls on April 21. This affords the retailer a 
chance to promote and sell shoes that are definitely 


designed for spring. 


The combination of Indies Brown and Deertaupe 
should sell early and well, because it is a change from 
the all-over brown shoe of winter, and looks equally 


well with spring and winter clothes. 


Allked 


100 fold Srest, (New York Cry 


This one-eyelet tie with inlaid saddle is a be- 
tween-season shoe on two counts,—its color 
combination, Indies Brown No. 172 with Deer- 
taupe No. 86, both from New Castle Division, 
Allied Kid Company, and its “air-condition- 
ing”’, achieved by teardrop cut-outs. 


SHOE DESIGN FROM 
EVELYN ZINITI 


Vol. 106. No. 6. see y every week by the Boot and Shoe Recorder Publishing Co., 239 W. 39th St., New York, N. Y. Entered as second class matter, Sept. 10, 
the Post Office at New York, N. Y., under the act of March 3, 1879. Subscription price $3.00 per year. Printed in U. 8. A. 
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1. gulf is vast between opera and 
leather yet both represent arts carried for- 
ward through the ages. 


Long, arduous study and training are neces- 
sary before any singer, however brilliant, is 
tried out even in minor roles in unimportant 
places. Mediocrity has no chance of “get- 
ting by” in grand opera. Critics and music 
loving audiences are too enlightened to per- 
mit substitution of truly great talent. 


Nor will critical buyers approve substitution 
for the fine white kid they have had every 
spring and summer. Levor’s washable, per- 
manent, pure white is an achievement of 
intense devotion to one high ideal—the 
tribute exacted by art of the pre-eminent in 
grand opera and in leather. 


G. LEVOR & CO., INC. 


Tanners over 58 Years 
GLOVERSVILLE NEW YORK 
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SHE WEARS 


LOOK FOR 
THE 
RED BALL 
MARK OF 
BETTER 
FOOTWEAR 


In beauty of finish, in elegance of design, in perfection of fit, Ball-Band 

Gaiters are “As Smart as the Shoes She Wears.” They give every woman 

what she wants in gaiters—comfort and convenience without any sacrifice 

of the trim and slender silhouette so much desired in feet and ankles. 

Quickly and easily, a “try-on” delights even your most critical customer— , 

and clinches the sale. The Gaiter illustrated above is the Nu-Mode—the — Here 
smartest of the season’s offerings. For complete information about gaiters poo gy Poly yar 


that are SMART for the wearer... and SAFE for the merchant, write 


MISHAWAKA RUBBER AND WOOLEN MFG. CO. 
280 Water Street Mishawaka, Indiana 


When writing advertisers please mention Boot and Shoe Recorder 
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ARE YOU TOO OLD TO LEARN? 


CALIOSIS is the most 
common manifestation 
of weak feet. Tech- 
nically, caliosis is the 
inward pronation of 
the os calcis, the conse- 
quent misalignment of 
the astragalus, tibia 
and fibula, with in- 
flammation of the liga- 
ments, both acute and 
chronic. Simply — 
when the heel bone ro- 
tates inward in a weak 
foot — throwing the 
ankle in and turning 
the foot out — CALI- 
OSIS IS PRESENT. 


Men’s and women’s HEALTH SPOT SHOES will soon be 
made in Canada. In the United States a nationally known 
athletic shoe manufacturer and a famous boot manufac- 
turer have been recently licensed to make shoes with the 
famous HEALTH SPOT insole construction. 


Scientific research clearly points the way—by prov- 
ing that inward pronation of the foot (the first 
sign of foot weakness) is caused by weak shanks 
which allow the cuboid streamline—the outer part 
of the foot—to go down. INWARD PRONATION 
FOLLOWS, shutting off blood supply to the foot, 
impoverishing motor nerves—resulting in loss of 
muscle tone which allows bones of the foot to col- 
lapse ... Weak pronating feet also cramp nerves, 
resulting in nerve reflexes to other parts of the 
body because “WHEN YOU PINCH A NERVE IN 
AN AREA OF LOW SENSIBILITY IT REFLEXES 
TO A DISTANT AREA OF HIGHER SENSITIVITY 
AND LESS RESISTANCE.” That’s why weak shank 
shoes are responsible for cilments in different 
parts of the body. 


THE ANSWER TO THE 
FOOT PROBLEM— 
THE HEALTH SPOT 


U. S. Patent No. 1,850,977 
U. S. Patent No. 1,916,198 


HEALTH SPOT 
SHOES relieve caliosis 
because they are scien- 
tifically constructed to 
straighten up the os 
calcis—or heel bone—- 
which in turn restores 
normal alignment to 
all the bones of the 
foot. ... When the foot 
is held in the normal 
position — cramped 
nerves and blood ves- 
sels are released — so 
they can function nor- 
mally. RELIEF is im- 
mediate and COM- 
FORT permanent. 


Write for booklet “The Way to Foot Health” which illus- 
trates and explains normal foot function—last construction 
and shoe construction and also shows the many styles of 
shoes for men and women with the Musebeck HEALTH 
SPOT insole construction. 


Each week reduces the number of exclusive Health Spot Shoe agencies that are open... 
Take this opportunity to obtain this valuable agency for your vicinity ... for a shoe that 
is fast demonstrating its merit. 


MUSEBECK SHOE COMP 


Danville 


Illinois 


When writing advertisers please mention Boot and Shoe Recorder 
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ATTRACTIVENESS 


Surpass Blue and Surpass Brown 
Glazed Kid add attractiveness to 
shoes. They are tanned with a uni- 
formity that is not easily duplicated. 
Their rich, deep tones are well cho- 
sen for both style and service, and 
are brought out by the fine grain and 
smooth, silky lustre of the skins. 
As they are not such radical colors 
as to have questionable appeal nor 
so brilliant as to unduly limit en- 
sembles with which they can be 
worn, their attractiveness and selling 
appeal can definitely add to your 
profit potential. 
Tanners of Glazed Kid in a complete as- 
SURPASS 
3 ngs asteis and other popu- 
LEATHER 


moreland Sts., Phila.; Branches, New 
York, London (England), Boston, Mil- Cc oO M PA N Y 


waukee, Cincinnati, St. Louis. 


When writing advertisers please mention Boot and Shoe Recorder 
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Recorder’s own fashion editor 


CONFIRMS 


Our Advertising 


gw ‘‘the low heel trend is the most im- 


portant happening in women’s shoes. ... 


Toeless sandals are on the decline be- 


cause women are ashamed of their feet.”’ 


= Just ninety days ago Foot Saver struck a new 
note in women’s shoe advertising—dramatizing 
in full pages in national women’s magazines the 
fact that women today are thinking a great deal 
about their feet, realizing that they can and 
should be made better looking. The whole new 
theme is crystallized in our current slogan 
“Smart Shoes For Beautiful Feet.” 

The new Foot Saver 
styles, with their mod- 
erate heel height, con- 


MELBA 


Statements made by Miss Ruth Har- 

rington, Fashion Editor, Boot & Shoe 

Recorder, at the Joint Styles Confer- 

ence, Hotel Astor, New York City, 

during the New York Leather Show. 

form to Miss Harrington’s observation. And Foot 

Saver Shoes definitely combine fashion with com- 

fort in models which will satisfy your most critical 

customer, as the styles shown here clearly prove. 
It is encouraging to see the work of both our 

Style Department and our Advertising Depart- 

ment confirmed by the judgment of one of the 

keenest observers in the trade. If there is no Foot 

Saver dealer in your 

community you should 

write us for particulars. 


LORAINE 


FOOT SAVER 
SHOES 


(Manufactured by 


TH E JULIAN & 


co., COLUMBUS, OHIO 


When writing advertisers please mention Boot and Shoe Recorder 
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| 
hidden from 
yet vitally important 
to the appearance and 
comfort of the shoe. 


@ 


THE QUALITY BOX TOE 
Wt 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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YOU CAN SELL RUBBER FOOTWEAR BEFORE THE SNOW FLIES. ARE YOU OVERLOOKING THIS MARKET? 


BONNIE TIE RAYN TIE 


DISPLAY ano SELL 


RAYNSHU TIES 


(illustrated by Vogue in the Advance Retail Trade Edition) 


FOR WEAR AT FOOTBALL GAMES 


Early sales—early profits to every dealer that aggressively promotes these 
fashion-right gaiters. Women want fur-trimmed Ties—they like their 
warmth and protection—approve their smartness—delight in their 

originality—admire their practicality. 


Shrewd dealers get their best profits selling this original and 
practical Tie—side-stepping competition. Raynshu Ties are 
available in a variety of patterns, colors and popular prices 
wide enough to meet every demand. Order early— 

sell early—make a profit! 


The Mark of Superior Quality 


Write or wire to 


Black or White waterproofed R U B B E R Cc re) M P A N Y pon tony Retails from 
CAMBRIDGE, MASS. 


NEW YORK BOSTON CHICAGO 
125 DUANE ST. 600 ATLANTIC AVE. 317 W. MONROE ST. 


AND LEADING WHOLESALERS 


When writing advertisers please mention Boot and Shoe Recorder 
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FLEXIBLE when walking RIGID when standing 


ASSET” 


IN THE FLORSHEIM LINE! 


Even the aan who wears a Florsheim Shoe with 
Feeture Arch can’t see the hinged, easy-bending, 
metal support that gives his own arch a perpetual 
vacation. But it’s one of the most valuable assets 
Florsheim dealers have, for it is “‘patented com- 
fort” and available only in Florsheim Shoes. 
Weak and normal arches alike find the Feeture 
Arch the perfect bracer—and the natural result 
is an habitual demand for these shoes and one 


profit after another for the Florsheim dealer! 


[ nN Stock THe Woopc.irFE—S-549, in black calf; 
with the famous Feeture Arch 


FLORSHEIM 
SHOES wit 


THE FLtorsHEIM SHOE COMPANY @ Manufacturers 
CHICAGO 


; When writing advertisers please mention Boot and Shoe Recorder 
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